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Rough Proofs 


Howard Hopson, of Associated Gas 
& Electric, has been very much 
sought after in Washington lately. 
Just goes to show what good adver- 
tising will do for a product. 


7 & 4 


Congressmen decided not to ap- 
prove the minting of half-cent and 
mill pieces. After tossing billions 
around so nonchalantly, they 
couldn’t be bothered with such 
chicken-feed. 

FF 


One million milk bottles have gone 
astray in Omaha and Council Bluffs 
alone, the dairy industry of that 
community advertises. Maybe the 
customers have decided to use them 
for the beer they buy in cans. 


, 


Canned beer advocates seem to 
have overlooked the obvious sales 
psychology whereby the dumb con- 
sumer would rather buy beer in a 
big bottle than a little can, regard- 
less of assurances regarding their 
contents. 

vvyv 


You could lift a skyscraper with 
the potential energy in a gallon of 
Sinclair’s gasoline, but that’s noth- 
ing to what you could do with the 
energy released by the samples of 
Wrigley’s gum now being distributed 
to 10,000,000 homes. 


, F 7 
The Carpet Manufacturers of 
America have appointed an adver- 
tising agency and are planning a 
campaign. This is one group which 
is expected to insist on complete 
coverage. 
vvy 


When you return home from that 
Sunday afternoon drive in the coun- 
try and read that America has 75 per 
cent of all the motor cars in the 
world, you wonder how statisticians 
can be so conservative. 


7, Vv 
Houbigant’s advertising of its popu- 
lar-priced line “is aimed at the 
‘budget’ market of young women of 
limited means.” But isn’t the ad- 
vertising of beauty products intended 
to make even young women of 
limited means forget there’s a 
budget? 
7 VY 


“Leaden skies pour gold into Ok- 
lahoma farm pockets,” headlines the 
Daily Oklahoman and Times. 

Transmutation of metals performed 
by modern alchemy. 


7 VF FT 
The colleges want sponsors for 
their football broadcasts next season. 
The advertisers have finally con- 
vinced them they have something too 
valuable to give away. 


¥? F 
Ford Motor Company will broad- 
east the world’s series again, they 
say. Mickey Cochrane has evidently 
convinced Mr. Ford that the broad- 
casts will be more pleasing to De- 
troit listeners than they were last 
year. 
vvy 


H. J. Heinz Company will now ad- 
vertise all of the 57 varieties. They 
have to do that once in a while just 
to keep the company executives re- 
minded that there are really 57. 


7, & Ff 
The author of that proposed 
whispering campaign against the 
president has been eased out of his 
job, it is whispered. 
Copy Cus. 


KUDNER SETS UP 
OWN AGENCY: HAS 
MAJOR ACCOUNTS 


Pian No Changes in Erwin, 
Wasey Set-Up 


John Jennings Dies 


Chicago, Aug. 16.—John W. Jen- 
nings, for four years art director for 
Erwin, Wasey & Co., Chicago, 
plunged to his death from the agency 
offices on the eighth floor at 230 N. 
Michigan Ave. shortly after noon 
today. 

Mr. Jennings, who had recently 
resigned to become vice-president 
and art director for Leo Burnett’s 
hew agency, was spending much of 
his time at the Erwin, Wasey offices, 
putting finishing touches on cam- 
paigns he had started. 

Prior to joining Erwin, Wasey he 
was with the Grauman-Jennings Stu- 
dios. Before that, he was art direc- 
tor for Henri, Hurst & McDonald. 
Mr. Jennings, who was 35 years old, 
had been in ill health for some time. 


New York, Aug. 15.—A flourish of 
pens at noon Aug. 10 formally 
marked the end of the three-way 
partnership of L. R. Wasey, A. H. 
Kudner and O. B. Winters and term- 
inated a business association that 
had endured for 19 years. 

Rumors of the rift in Erwin 
Wasey & Co. have circulated since 
the Camel account left the agency 
more than two years ago, and, dur- 
ing the weeks when it was known 
that negotiations for the sale of Mr. 
Kudner’s interest to his partners was 
under way, the advertising world 
was abuzz with gossip. 

The three principals approved a 
brief statement to the effect that Mr. 
Kudner would resign as_ president 
and treasurer Sept. 30 to form his 
own agency as Arthur Kudner, Inc.; 
that Mr. Wasey, formerly chairman, 


would become president; that Mr 
Winters, formerly _ vice-president. 
would become treasurer; and that 


the offices of Erwin, Wasey & Co 
would continue under the active man- 
agement of Messrs. Wasey and Win- 
ters. 


Refuse Comment 


Obviously upset by the move, 
which was inspired by differences of 
opinion as to conduct of the business 
and which has not affected personal 
friendliness, the three men retired 
behind thick walls of silence, indi- 
cating they intended to remain there 
until their interests were completely 
separated. 

The only information gained from 
the announcement was the fact that 
the title of Mr. Kudner’s agency 
would not include the name of one 
of his close associates. Another 
rumor that the style of Erwin, Wasey 
& Co, would be changed, may also be 
dismissed as inaccurate. 

Mr. Kudner has already opened a 
service office in the New Center 
Bldg., Detroit, in charge of Robert 
Copeland, employed in June and well 
known in the automotive industry 
as the automobile editor of several 
newspapers. The headquarters of the 
agency will be in the north mid-town 
section of New York. 

It is understood that only certain 


(Continued on Page 26, Col. 1) 


STARTING OVER 


Arthur H. Kudner, whose with- 
drawal from the presidency of 
Erwin, Wasey & Co. to form his 
own agency has been formally 
announced. 


Unified Heat System 


Featured in Campaign 
Of American Radiator 


GOODYEAR RAISES 
IMPORTANT ISSUE 
IN SEARS ACTION 


Mail Order House Not Aided 
by Advertising, Claim 


Akron, O., Aug. 16.—An issue of 
vital importance to many manufac- 
turers and marketers now awaits 
final decision of the Federal Trade 
Commission in its case against Good- 
year Tire & Rubber Company, on 
charges of Clayton Act violation 
through alleged illegal price discrim- 
ination in favor of Sears Roebuck 
& Co. 

The issue is whether or not a 
manufacturer should be compelled 
to prorate any of the money he 
spends in advertising his own 
branded and nationally advertised 
merchandise, to the cost of private 

(Continued on Page 27, Col. 1) 


Maxwell House 
Coffee Claims 
To Be Revised 


Washington, D. C., Aug. 16.—Gen- 
eral Foods Corporation, General 
Foods Sales Company, and Maxwell 
House Products Company, have en- 
tered into a stipulation with the 
Federal Trade Commission to re- 
frain from certain advertising claims 
over the radio, it was announced 
here today. 

Advertising through radio broad- 
casts, these companies have stated, 
according to the FTC announcement, 
that loose or bag coffee loses 45 
per cent of its flavor nine days after 
roasting, and that the loss in flavor 
of bean coffee is only slightly less 
rapid, so that the buying of un- 
ground coffee offers little if any ad- 
vantage to the consumer seeking 
full flavor. 

The FTC stipulation points out 
that bean coffee does not lose 45 
per cent of its flavor in nine days, 
and that the loss of flavor in coffee 
beans is materially less than al- 
leged. 


Rogers’ Genius 
Often Utilized 
By Advertisers 


Chicago, Aug. 16.—Will Rogers, 
noted humorist, who with Wiley Post, 
famous flier, was killed yesterday in 
an airplane crash near Point Barrow, 
Alaska, was no less a favorite with 
national advertisers than with the 
newspaper editors who printed his 
daily syndicated comment on na- 
tional affairs. 

Rogers, who met the same death 
which destiny mapped out for his 
friend, the late Knute Rockne, 

(Continued on Page 29, Col. 3) 


Last Minute News Flashes 


Newspaper-A. B. C. Meeting Set for Sept. 13 
Chicago, Aug. 16.—Sept. 13 has been set for the joint meeting of the 
newspaper committee which has been studying rules and procedure of the 
Audit Bureau of Circulations, and a committee representing the A. B. C. 
board. Hotel Astor, New York, will be the scene. The September meeting 
of the A. B. C. board will be held at the same place on the following day. 


Jules P. Storm, Agency Head, Dies 
New York, Aug. 16.—Jules P. Storm, 70, head of the agency bearing 


his name, died last night. 


The Storm agency, the second oldest in the 


city, placed the first advertising for the Metropolitan Life Insurance 


Company in 1908. 


Hoover Vacuum Cleaner Stays with Erwin, Wasey 

Chicago, Aug. 16.—Contrary to reports appearing in several adver- 
tising papers, the account of The Hoover Company will continue to be 
handled by the Chicago office of Erwin, Wasey & Co., the company an- 


nounced late this afternoon. 


Pinaud, Mellins, Kruschen Salts Get New Agencies 
New York, Aug. 16.—Pinaud, Inc., has appointed Lord & Thomas to 


handle its advertising, effective immediately. 


Redfield-Johnstone, Inc., 


has been named by Mellins Food Company and E. Griffiths Hughes, Inc., 
maker of Kruschen salts, effective Sept. 1. 


New York, Aug. 16.—For what is 
said to be the first time in the heat- 
ing business, a heavy campaign will 
be waged on a unified heating sys- 
tem and the results brought by it, 
the advertiser being the American 
Radiator Company. 

According to Marshall Adams, 
sales promotion manager, this “six 
figure” drive, running from Aug. 25 
to about Dec. 8, will probably be the 
largest and most concentrated adver- 
tising and sales promotion effort 
ever made in the heating business. 
The plans are so constructed that at 
any moment, should production facil- 
ities warrant it, the campaign can be 
broadened to include the new Arco 
air conditioning units as well, this 
equipment being limited to the West 
at present. 

For many years American Radi- 
ator has been a large advertiser of 
boilers, radiators and certain heat- 
ing accessories. For the past few 
years it has been working toward a 
complete heating service and in do- 
ing so has filled in the line of ac- 
cessories, the final spurt coming 
early this year when the Allied Prod- 
ucts Division was established. 


Change Sales Policy 


Now, the whole sales policy has 
been radically changed. Major ef- 
forts will be directed toward edu- 
cating the prospective buyer to ask 
for the American Radiator Heating 
System. Advertising, sales promo- 
tion and selling activities will be 
geared accordingly. 

The program is just starting with 
this fall’s campaign. The new sales 
approach is the direct result of a 
survey on the consumer’s knowledge 
of heating values, which was found 
to be very slight. The survey 
pointed to the need for providing 
more informative information on 
heating results. 

Except for a few contractors who 
on their own initiative featured fairly 
complete heating units, nothing has 
been done along the “ensemble” line 
in heating, it is reported. These 
few contractors did a good job but 
lacked the backing, the national ad- 
vertising and guarantee for a com- 
plete unit now afforded by American 
Radiator. 

The first copy Aug. 25 will be a 
brilliant news flash in four colors, 
headlining the fact that “something 
new has happened to heating, too.” 
The background pictures streamlined 
airplanes, trains and automobiles. 
It also announces a contest in which 
one of the heating systems, valued at 
$750, will be awarded for the best 
essay of 200 words or less on why 
the writer wants the American Radi- 
ator Heating System in his home. 

There will be four of these color 
pages to appear alternately in The 
American Weekly and This Week. 


Directory of Features 


Editorials 
Getting Personal 
Information for Advertisers. 14 
Newspaper Lineage Figures 28 
Photographic Review of the 


WOOK - is dices 0% dank. Gace 31 
Radio Programs of the Week27 
Rough Proofs .:.sie seers sss 1 
Voice of the Advertiser..... 10 
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Supplementing this will be black and 
white copy in a growing list of news- 
papers. The initial list includes pa- 
pers in Hartford, Des Moines, Louis- 
ville, Grand Rapids, Kansas City, 
Philadelphia, Toledo, Peoria, Read- 
ing, Richmond, Norfolk, Columbus, 
Atlantic City and New York. 

The radio phase of the drive is 
divided into three parts. The regu- 
lar Sunday NBC Red network Fire- 
side Recitals will stress the heat- 
ing system. The special Salzberg 
Music Festival broadcasts, brought 
from Europe, will do likewise. Again, 
spot broadcasts in 20 cities six days 
a week for eight to 13 weeks will 
boost the contest. The spots are 
for five minutes, three of which will 
be devoted to “Little Known Facts 
About Radio Personalities” by Dale 
Carnegie, and the remainder to the 
commercial. 

The spot broadcasts were tested 
with amazing results last June in 
Norfolk, Richmond, Providence, Paw- 
tucket and Albany. It was a cold 
turkey proposition, without build-up 
of any sort. In each city the pro- 
gram idea was different. Salesmen, 
not let in on the plans until later, 
reported that 28 per cent of the per- 
sons responding were excellent pros- 
pects. 

One of the prime expectations of 
the new policy is that it will lift 
sales out of the complexities of price 


competition. At the same time, the 
company is aiming its guns at mass 
markets, attempting to swing even 
the owners of the smallest, or stove, 
homes to the system idea. Units 
may be had for as low as $150 while 
for the average home, the price is 
estimated at $500 to $600. 


Many Other Aids 


Various promotions were put un- 
der way this month. Giant tele- 
grams, broadsides to 37,000 contrac- 
tors, and other materials have been 
issued to the trade. A campaign in 
architectural papers is being devel- 
oped. Some 20,000 employes of the 
holding company received batches of 
five post cards which promote the 
contest and the broadcasts. These 
are to be addressed by the employes 
to friends or relatives and returned 
to headquarters for mailing. The 
company will start publication of a 


monthly house organ, “Heating & 
Selling,” the latter part of this 
month. 


West of Cincinnati, the company 
started to advertise its new air con- 
ditioning unit this week. Perhaps 
in 60 days, possibly much later, pro- 
duction limitations may be overcome 
and the advertising and promotion 
may be welded into the heating cam- 
paign. 

In developing the unit, every ef- 
fort was made to bring the cost of 


‘SOAPINE IS STILL DOING IT 


The big black whale which has been working for Soapine for 57 
years without a vacation, during which time he has appeared 
on every package of the product. (Story on Page 20). 


air conditioning down, with the re- 
sult that American Radiator asserts 
that a six-room house can be con- 
ditioned for as low as $100. Former 
equipment cost $1,100 to $5,000, ac- 
cording to the manufacturer. 

The start of the Western cam- 
paign was premature, the advance in 
the release date being forced by 
building conditions in the West, 
where operative, or merchant build- 
ers, erecting homes in the $6,000 
class, are calling for such equipment. 


| PACK ING HOUSE 


TTLS PIG 
SAUSAGE 


‘Wonder where he’s taking Cousin Oscar?” 


Cousin Oscar did not die in vain--almost half of lowa’s 
mounting farm income comes from hog prices which in the first 
six months of 1935 increased 128% over the same 1934 period, 
while marketings declined only 35%.* The Des Moines Register 
and Tribune’s quarter million circulation is the “link” between 
lowa’s potent buying power and astute advertisers--at lowest 
milline rates in lowa. 


Dept. of Agriculture reports from 22 interior lowa Markets. 


KEEP YOUR 


MINNEAPOLIS 


EYE ON THE 


“ee, 


. 
ess 


It had originally been intended to 
develop the unit heating first and 
later swing to conditioning. 

Theoretical ideals of air condi- 
tioning are discarded. The unit is 
not intended to cool; its big job is 
to bring comfort. It is not intended 
for sealed houses, but for those that 
are standing or being built now. 

he unit was introduced to the trade 
last week and service offices were 
opened in Cincinnati, Chicago, Cleve- 
land, St. Louis, Louisville, Detroit, 
Seattle, Kansas City, Milwaukee and 
Minneapolis. 

Newspaper copy is running once a 
week in these cities rotating from 
1,000 lines, to 600 and 450, then re- 
peat. Because of production limita- 
tions, the equipment at present is 
restricted to new construction. Later 
it will be opened to modernization 
projects. 

The Blaker Advertising Agency is 
handling the major portion of the 
account as formerly. Marschalk & 
Pratt, Inc., sold the spot radio pro- 
gram and is handling it, and also 
the advertising now being done on 
the air conditioning unit. 


“Boston Post” Drive 
Boosts Fish Industry 


Independent fish markets, large 
fish dealers and hotels and restau- 
rants have launched a cooperative 
26-week campaign in the Boston 
Post, on the theme, “At least twice 
a week, Eat Fish, for economy, vari- 
ety and health.” Pages in full color 
will be run the first Sunday in each 
month, and black and white pages on 
Mondays. 

The campaign is based upon a 
recipe contest, for which entry 
blanks are obtained only from spon- 
soring dealers. Entries submitted 
are to require use of one of several 
fish, the August selection consisting 
of mackerel, swordfish, halibut and 
haddock. Prizes include a radio, re- 
frigerator, clock, and 39 fish orders. 


New Sears Catalog 


Lists Lower Prices 


Sears, Roebuck & Co., Chicago, has 
started mailing its new fall and win- 
ter catalog to approximately 6,000,000 
customers. Prices listed average 2.18 
per cent lower than a year ago. 

Seventeen of 27 merchandise lines 
on which prices are compared by the 
company with a year ago show de- 


}|creases ranging from 0.7 per cent to 


16 per cent. Silks, rayons, fabri- 
cated wool, farm equipment and elec- 
trical supplies reflect the largest 
downward price movement. 


W. E. Dunsby Joins 


“Sales Management” 

W. E. Dunsby joined Sales Man- 
agement, New York, Aug. 5 as a vice- 
president, according to an announce- 
ment made Aug. 8. 

Until recently, Mr. Dunsby was a 
vice-president and eastern manager 
of ADVERTISING AcE. He was form- 
erly connected with American Press 
Association and Reuben H. Donnel- 
ley Corporation. 


DEFENDS PART 
IN FOUNDING 
ALABAMA GROUP 


Birmingham, Ala., Aug. 13.—The 
Montgomery Advertiser, one of six 
daily newspapers named defendants 
in a suit filed in federal court in 
Montgomery by the Alabama Journal 
of that city, in a statement Friday 
defended the organization of the Ala- 
bama Group “as a practical business 
arrangement between friendly news- 
papers, designed to increase the total 
volume of national advertising in 
Alabama.” 

The group which was dissolved 
several months ago was composed of 
the Birmingham News and Age-Her- 
ald, Mobile Register, Mobile Press, 
the Huntsville Times, and the Mont- 
gomery Advertiser. The Journal's 
suit charges the rate agreement pro- 
mulgated by the group violated the 
Sherman anti-trust act. The news- 
paper seeks $150,000 damages. 

“The special rate quoted by the 
group of independently owned Ala- 
bama papers was not by any means 
the outcome of a novel business 
idea,” the Advertiser sets forth. 
“Many American newspapers have 
made a practice of cooperating to 
increase their national advertising 
volume. 

“However, it so happens that some 
months ago the combination rate 
agreement of the newspapers now 
being sued by the publisher of the 
Alabama Journal, was abandoned.” 

The Advertiser also declares that a 
few years ago the Journal was one of 
a chain of four newspapers in Ala- 
bama published by Frederick I. 
Thompson, the present directing 
head, with one business representa- 
tive in the foreign advertising field, 
and states that “no doubt special 
rates were naturally offered to na- 
tional space buyers upon condition 
that the Thompson papers should be 
used. The Advertiser made no pro- 
test against this legitimate business 
practice.” 


Contest Voting Taxes 


“Tribune’s” Switchboard 

Radio listeners who tuned in on 
WGN the night of Aug. 7 for the 
finals of the “Golden Voice Want Ad- 
Visers” competition flooded the Chi- 
cago Tribune’s switchboard with 
calls to register their votes. In a 
competition for three positions on 
the Tribune’s want-ad staff, 15 girls, 
previously chosen from 50 entries, 
who in turn had been picked from 
800 original entries, presented their 
voices over the radio. Listeners had 
been asked to aid judges in selecting 
winners. 

For 20 minutes the entire day and 
night switchboard staff of 11 opera- 
tors and four additional girls were 
required to handle the greatest vol- 
ume of calls in the memory of the 
board director. 


Magazines Appoint 


New Representatives 
McBride, Andrews & Co., New 
York, have appointed Mrs. Etta S. 
Wolf as advertising representative 
in New York City for Arts € Decora- 
tion. She had been connected with 
the paper when it was under differ- 
ent ownership. Wells Constantine, 
in addition to duties as advertising 
director of Travel, will be in charge 
of all hotel, resort and travel adver- 
tising in Arts and Decoration. 

The company has named Simp- 
son-Reilly to represent Arts ¢ Deco- 
ration on the west coast. Rounds & 
Hunt have been appointed to repre- 
sent this publication and Travel in 


the Chicago territory. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 


|7% ‘bound Sth edition of ‘Reserve Illustrations.” Over 


1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 
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F WSB TEED ane NBC 
WFEBR _§Baltimore................ NBC 
bp \ i CBS 
WICC } Bridgeport. CBS 

New Haven 
WRBEN _Buffalo.................... NBC 
WGAR = Cleveland................ NBC 
WFAA } SRE NBC 
WRBAP ) Fort Worth.............. NBC 
KLZ CTE CBS 
WwJIR I ho cnidsintcsdeges NBC 
KPRC  Houston................... NBC 
WFEFBM_ Indianapolis............ CBS 
WDAF = Kansas City.............. NBC 
ae A } Los Angeles............. NBC 
2 WHAS _Louisville................ CBS 
WLLH siLowell..................... YN 
WTMSJ Milwaukee............... NBC 
WsM Nashville................. NBC 
WSMB New Orleans............ NBC 
WTAR Norfolk................... NBC 
WFEIL Philadelphia......_..... NBC 
a \ Portland.................. NBC 
Some folks say that there’s nothing to fishing but luck. We’ve sacdetanllaietieamenn cmmaatetaee cas 
i . sn: Sic deal ities liad KSL Salt Lake City.......... CBS 

got an idea that owing what streams to fish, and the Kin WOAI Seo ner tain NBC 
of bait to use, will have a lot to do with the size of the string KOMO 

KIR } ID. sists biviacissccsendhe NBC 
you bring home. 

KH 

aoe k ie resneccvcnsscoms NBC 
Spot Broadcasting is something like that. Pick a likely market, WMAS Springfield... CBS 
use a good program on a good station and you'll get results. KVOO = Tulsa....................... NBC 

KFH , CBS 

And that’s not luck—that’s just good judgment, based on facts. 
n at’s not luc at’s just good judgment, based on facts _— 


And advertisers who know their facts are the largest users of 


The Yankee Network 


The Texas Quality Network 
The Northwest Triangle 


time on these radio stations. 


It is more than just coincidence, or luck, that these advertisers— Represented throughout the United States 
by 


EDWARD PETRY 
& COMPANY 


INCORPORATED 
NEW YORK DETROIT 
CHICAGO SAN FRANCISCO 


using these stations—are the most successful Spot Broadcasters. 
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G-F Announces 
Merchandising, 
Ad Executives 


New York, Aug. 


15—General 


Foods Corporation today announced | 


that it had assigned responsibility 
for the merchandising and advertis- 
ing of its major products, as follows: 

Cc. L. Campbell, vice president of 
General Foods Sales Company, Inc., 
in charge of merchandising for 
Jell-O, Jell-O Ice Cream powder, 
Swans Down cake flour, and Minute 
Tapioca. 

J. K. Evans, vice-president of Gen- 
eral Foods Sales Company, Inc., in 
charge of merchandising, and R. H. 
Bennett, associate advertising man- 
ager, for Maxwell House coffee, 
Franklin Baker Cocoanut, and Dia- 
mond Crystal shaker salt. 

Cc. H. Gager, vice-president of Gen- 
eral Foods Sales Company, Inc., in 
charge of merchandising, and R. B. 
Donnelly, associate advertising man- 
ager, for Postum Cereal and Instant 
Postum, Walter Baker cocoa and 
chocolate, La France, Satina, and 

C. G. Mortimer, vice-president of 
General Foods Sales Company, Inc., 
in charge of merchandising, and Mrs. 
E. B. Myers, associate advertising 


manager, for Calumet baking pow- 
der, Sanka coffee, Log Cabin syrup, 
Certo, and Sure-Jell. 

Carl Whiteman, vice-president of 
General Foods Sales Company, Inc., 
in charge of merchandising, and F. 
M. Smith, associate advertising man- 
ager, for Post Toasties, Post’s 40% 
bran flakes, Grape-Nuts, Grape-Nuts 
flakes, and Post’s Whole bran. 

C. A. Wiggings will continue as 
associate advertising manager for 
institution and bulk products. Miss 
Marie Sellers has been appointed di- 
rector of the consumer service de- 
partment. 


Name of “Needlecraft” 
Changed to “Home Arts” 


With the September issue, the 
name of Needlecraft, New York, will 
be changed to Home Arts Needle- 
craft, in order to more clearly indi- 
eate the wide scope of homemaking 
activities treated editorially. The 
publication will continue to print as 
much needlework information as be- 
fore. 

Originally the publication was 
called simply Needlecraft, following 
which the by-line The Magazine of 
Home Arts was used for a time and 
was later changed to The Home Arts 
Magazine. Then began a gradual re- 
duction in size of the word Needle- 
craft and a gradual increase in size 
of the words The Home Arts Maga- 
zine. 


| 


Crowell Makes 
Study of Auto 
Buying Habits 


New York, Aug. 15.—A striking 
parallel between reasons why va- 
rious makes of automobiles are pur- 
chased and the ideas expressed in 
automotive advertising in magazines 
is revealed in a study of automobile 
consumers recently completed by 
Crowell Publishing Company. Per- 
sonal interviews were conducted 
with 3,000 buyers of 1935 automo- 
biles in 64 cities. 


The investigation covered many 
pertinent points, such as the makes 
considered before buying, what 
makes had been demonstrated and 
how far the old car was driven be- 
fore the trade-in. 

The importance of the various 
types of retail outlets was studied 
with particular thoroughness. One 
fact revealed by this phase of the 
survey was that more than 50 per 
cent of the buyers said they had 
their old car serviced by the 
“dealer.” A further analysis shows 
the definite influence of “dealer 
servicing” on new car sales for 
each make. 
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Ott 7 4 Duck Achow when you go 


after the Baltimore market with News-Post advertising. 


That’s because 


you're telling your story to the quick-thinking, quick-acting, quick-buying 
people of present-day Baltimore—who buy The News-Post because they pre- 
fer the quick tempo of its news, editorials, features, comics, sports. Balti- 
more has quickened its pace and gone News-Post to such an extent that 
today 84.6% of this city’s families read this one evening newspaper. And 
you can reach this great, quick-acting audience at the lowest per family 
cost in Baltimore’s history. Recheck Baltimore before you build your next 


schedule. 


BALTIMORE 


NEWS-POST 
Baltimores Outstanding Newspaper 


Represented Nationally by Hearst International Advertising Service, 
Rodney E. Boone, General Manager. 


= OF 


American has 
s-0 + Seen 


and still going up. 


The Baltimore Sunday 
the largest circulation in the South 


CHEVROLET SOAP 
BOX DERBY GETS 
CROWD OF 90,000 


NBC Announcers Injured at 
Akron Event 


(Picture on Page 31) 

Akron, Ohio, Aug. 15.—The Chevro- 
let Motor Company’s All-American 
Soap Box Derby came to a triumph- 
ant conclusion here Sunday, when 
contest finals were held on steep 
Tallmadge avenue hill before a crowd 
of more than 90,000 cheering specta- 
tors. 

The finals climaxed city champion- 
ship races during the past month in 
52 cities, where individual news- 
papers acted as co-sponsors with 
Chevrolet. These events attracted 
50,000 entries and several million 
spectators. 

Amid the applause of the vast 
crowd, 14-year old Maurice E. Bale, 
representing the Anderson, Ind., 
Herald, came scooting down Tall- 
madge hill in his home-made soap 
box racer, to win the All-America 
Championship, a four-year university 
scholarship, a diamond-studded 
medal, a $120 midget racer, a junior 
pool table, and a wrist watch. 

In second place was Everett Miller, 
12, sponsored by the St. Louis Star- 
Times, and in third, Lonny Kline, 15, 
representing the Akron Beacon-Jour- 
nal, 

So successful did the 1935 derby 
prove that next year it will become 
an international event. Plans are al- 
ready being made to have several 
Canadian and European entries. 

Painful injuries were suffered by 
Graham McNamee, of NBC, and Tom 
Manning, of WTAM and NBC, who 
were announcing the event over a 
coast-to-coast NBC Blue network, 
when one of the racers lost control 
of his car. His racer crashed into 
MeNamee and Manning at the finish 
line. Both were taken to the Akron 
City Hospital. 

C. P. Fisken, Chevrolet advertising 
manager, awarded capital prizes and 
individual trophies to all 52 of the 
city champions at a banquet which 
followed the derby. 

Captain Eddie Rickenbacker acted 


as race referee, while Mr. Fisken 
served as general chairman. Honor- 
ary judges included M. E. Coyle, 


president and general manager of 
Chevrolet Motor Company; W. E. 
Holler, vice-president and general 
sales manager of Chevrolet; H. T. 
Ewald, president, and R. H. Crooker, 
vice-president, Campbell-Ewald Com- 
pany; and William S. Knudsen, 
executive vice-president of General 
Motors, 

News of the event was sent out 
over direct wires of all leading press 
associations. Newsreel men _ repre- 
senting virtually every newsreel 
company were on hand. 

The tremendous publicity drive 
which prefaced and followed the 
derby was handled through the De- 
troit office of Campbell-Ewald Com- 
pany. 

The derby idea was conceived by 
Myron Scott, Dayton newspaperman, 
two years ago. His newspaper con- 
ducted the first local soap box derby 
in 1933, before 40,000 people. In 
1934, the event was staged in 34 
cities. 

Chevrolet used full-page space in 


AT THE FINISH 


¥ | 


ae 


C. P. Fisken, Chevrolet advertis- 

ing manager, congratulating Lon- 

nie Kline, who finished third, at 

the conclusion of the All American 

Soap Box Derby, held in Akron, 
August II. 


the Akron Beacon-Journal on Aug. 
10, the day before the final, dealing 
with Chevrolet’s sponsorship of “the 
greatest amateur racing event in the 
world.” Through the advertisement, 
Chevrolet saluted “America’s man- 
hood of tomorrow.” 


368 Papers Run 
Billion Lines of 
Advertising 


New York, Aug. 15.—A total of 
933,674,617 lines of advertising ap- 
peared in the 368 newspapers in 95 
cities measured by Media Records, 
Inc., during the first six months of 
1935, the Media Records report for 
the first six months of this year de- 
clares. 

Of this total 771,829,262 lines was 
display, 145,782,825 was classified, 
and 16,062,530 was legal, the report 
says. The display lineage was broken 
up into retail, 524,275,536; general, 
169,701,984; automotive, 60,285,674; 
and financial, 17,566,068. 

The report includes a_ detailed 
analysis of the advertising volume 
carried by each of the 368 newspa- 
pers measured, and also the _ indi- 
vidual lineage records of 2,073 auto- 
motive and general advertisers in 
these publications. Lineage records 
of advertisers -in rotogravure sec- 
tions, The American Weekly, the 
Metropolitan Group, and This Week 
are also given. 


Simon Purchases “Story ;” 
McAloney Leaves “Time” 


Dr. Kurt Simon, for many years 
a publisher of Frankfurter Zeitung, 
and until recently one of the heads of 
the German Newspaper Publishers 
Association, has entered the Ameri- 
can publishing field with purchase of 
controlling interest in Story, New 
York. Plans are under way for si- 
multaneous publication of Story in 
Canada and England. 

S. Holt McAloney, for several years 
assistant circulation manager of 
Time, is resigning to become circula- 
tion manager of Story. Whit Bur- 
nett and Martha Foley will continue 
as editors of Story. The magazine 
has moved to 432 Fourth Ave., New 
York. 


“Cosmopolitan” Adds 
Book Length Novels 


Starting with the November num- 
ber, Cosmopolitan, New York, will 
publish a full-length novel complete 
in each issue. 

The move follows an extensive sur- 
vey of readers’ preferences. 


| For both coupon returns and over 


the counter sales, the Comics are 


setting new records, especially 


Metropolita 

Baltimore Sun — Boston Globe — Buffale 
Times—Chicago Tribune—Cleveland Plain 
Dealer—Detroit News—New York News— 
Philadelphia Inquirer—Pittsburgh Press— 
St. Louis Globe-Democrat—Washington Star 


‘Weekly 


Current Circulation 
6,068,300 families 
Largest circulation 
of any medium. 


i 7 y : tie a jie Gk eee Pe ts 

etree nee 3 aaa eile 2 5 co fe a oe ; ae ‘ af ‘ a et ee 2 

’ F 5 me 
ae — fF 

ree Tn __ 

Sea ne | | | omens —— 
Se i Tr wT 
dagger T } r ; 

“ Sok | ee TWh ij ti) 
‘ N gene 
E ‘ } s+ | 
i “Sie 
og : ii mill. 
: . _ ‘ { ii , ie 
ee wa : eT a t 
es ‘ SHE r in 
ee . \ A | Bl) 
| ii : | 
| | , ti 
| Cees ook BE ty 
pan taeres i Y ie & Reey 
is | we ‘. b 

Z a ae | : ; | 

Be oe 7. ‘ 

wae ee 

ae Bie ates 

oS 

as, oes Je . 

a te oe - ge 

> sa is aa 

. ee a ; 

aan we iil 

aed Benieae / & 

noe Det ee _ _ } 

PS Fea hg 

otek ae fae. Tose 

eh. cee 8 

SOT AG RI es 

re ce Sa 

nga ny. ae 

be so aN 

is Sel a aoe = 

Seo ane 

menses ates: 

ee al! Free 

es Taare 

Ppp ate 

part ais 

eo a 

aos ea 

ie ea ager | Sate 

Figee agi Mer! hed 

Sr Ae 

he 2 a 

ee eae i 

ey Shi ie SE | an 

xe e; 3 a — — — — cia | 

rR ae a 

rf | 
GOOUUOOTD | 
wecsessceseeeseeeees® 
accesses seessee ets eee es eee 
CAREER ROO OOOO 
occ ce eee eee tS Stee eee SESE POSS OOO Oe 
‘ Reece eee eeS ete S eee eee PSPS O OTTO OLDS 
eC C CeCe eee Rett AAA eee PP PO OOOO eee e reese 
Me 
PN 
f covcceceeseeseees esses? 
of eee eeeeeeeeeeeeeeeeeeeeeee 
77 ; ¢  * * * * +s © e+ * * 
eves 74 a: weeesee 
eeeeee . vee A weeveeeeee 
Gives «€68lCOS 5 . Wess eeseee® 
Revessees ° . weveseeeesee | 
oes cea eeeeeeeee® . . . Seeeseeeeeees ————. 
AOI a TT 
; ATU aah a REO Ta aa ht EY | 
f AOI a a a OT a a EY | 
a POCO I I a a th thr 
foe fa oie os ~~ . . 0 eens Mesescesesesestesessssseseesss 
ee aa ee segenes . eee 9 me's ee 
Prine Pee voeeeees : *. Speeeeees: eee oer oes 4 
Tater weeeeess e . oveses *s . oO oo 
: veeeees cesses es Y oO a Seeees 
cccceseueseeensssse® 7s eeeees . . . woeeeee 
NY 5 eeeeeeees 
“Te a OT nt Meveesseee® 
i a RR a Movvevesesee® 
Pee Ih NN TARR a a i tt ey Deeeseseeeeee® 

er. is ae over eeseeeseeeeseeeees ei etelalate a eet ccc cap CECeeee Nee ee ECee eeeeeeesee sett N 

eet ae ccc cceseeseeeeteet sts taf toca ecsetttt =!) i Ai cceemme sceeeees 

ae tates | See BROCCO PEO”, A ly ROOOOOOOnE 

ee eer 2 VSccecccseseseseetesetes cceeecceeeeseese® sceessaeeettes eveeeeeees 

ye Se eae eee eee sees eeeeeeeseere eeeeeeseeeeeeseee eeeee eeeee 4 teeeeeeeeee 

8 ae ate eee e ee eee e ee eee eeesee seseeseeeeseves Reeeee eee shire Nag eeeeeeseene 
Cee cccccseessstseeeeese® wceeseseeeeees® Lessee vee Salt ewene Sceeseseeeee 
=a ccccassssseeeeeseee® ; eesesseees . & , seeceeseeeee® | 
ial cceceeesseeesseeeees 2 Sof Reeeesesesesee® 
ceecceeseeeeeeesee® Ks weoeeee® 5 eeeeeseeeeseee® 
ccecessessseeeesss Kye ceeeees : Deseseeeeeeeeeee® 
. ccseeseseseseeete f oveees® : * meeeeeseesessseeees? 
cessasesssseeese® “ eeeeeeee 4 eeseeeeeeeeeeee sees sssseeses eee eee 
Se eevcccveeeeeeees ha 00 Oo Oe 4 : 6 DAS Ooo ee ircve sets’ 
cceesseetestse ee a veeess Weeesstee wo xo ceeseeeeeeeseee® 
ccecsssssseee® ¥ esse Resesese ie Pp wcesseeeeeesss® 
ceesesessesee® es wees eeeeess wee eeeeee ceeeeeeeeees® 
ceesssesseeees 2 eee eeeveee Geeee eeseeeees ccesseeeeeee® 
cceseseseees® C ve Serra) CRO OOOO F ceeseeeeees® 
“ vcceeesseees® ate. 5 Soe Mesceeeeesee® seesseesoe® 
ae seeeeeeeeees hy - | PPP OOOO) eee! seeeeeseses 
aa weessssess® Lips Q Stocco ceeeee ee eeeeeees® 
“to eae weeesseee® . eeeeesee® eee pyre: veeseeeee® 
Bipher  ty es seeeeeee / oe eeeeeeeeee sees 23 a eeeeeceees | 
a a a lee eeeees eee eeeeeseeee eee a seeeeseeee 
eee ees weoeeses 5 im CP eee eee vee sag ceeeeeee® 
2 ele eee cceesseeeeeereeses Fr 5 6 Appbooooooo 2 ee : weveeeeee® 
a See eee ee eee eseseseese® "J + seeeeeesees eee ie seeeeeeeee 
A er? ae eee ee cesses eeeseses a . 5 seeeeseeeeeee eee Fi eeeeeseeee 
ee ccegessssseeeeess® Soveseseeseesseseeee® eee ceeeeseeee® 
%y pang ® ocvoceseseseteess oe oc cocecee ee eeeeeeeed cess coceeeesetee 
Re ae eeeeeeeeeeseee fe cc cess eee ee eeeeeeeeeee eeeee eeeseseseseee 
ees ceesesesoeee® Soc cre eeseeet sete eeee® cesses Recsessceeeee® 
a Sceesssseeeesees eens EO OOOO Reweeseeeeesese 
ae Sceesseeeeeee® eves Bcc ccce veer eee eeeeeeeeeeeee® Deesesseeteeseses® 
oe cvveseeseeee® LES RR ar EAI III hy 
: wessesseses® wesc OI a OO ao at ay 
% evseeees® eeeees mR aa a a OR a aly 
; ceveseees wee . ROK toy 
: woeeees ee os es e “" ceeesssgseesssseeeeee® 
a BA AIMORE |; 
eens ees eG “Te .e . : : . Wes sseeeeesss 
‘vee *s oe ry ee "e . x vceeeeeeee® 
-. . . mes e's a 5 : oe eeseseesees® 
: . y ee Ay . e ceveseeseees 
= es wee ye 2 . . * Megs seeeeeeeey 

ee os ee ApooooooOOooUO r . . seeeeeesss, 

Fin an ae Bere cee sees sees eeeereseeseeseeeverser sess sees nee . weeeeeeee’ 

Fa AS bgt ae fo oa CETTE CEST EERE EEE TEEN EEE NEE TEED TEENS IEE 

Sa ot oats aie AEC OO a lar ESO Aaa hn OLY 

ile ae : POCO OOO OOO a lena a ECOSOC taka aa hn EY 

ee! OCU OO OO a ha RR OOOO RA aaa a a LY 

Pere Ae ‘ oeceesseees® opens oOo e ee seeeesesesersssccereseesesss 

eee. ee TF a, : . s oases eeeeseee® 

Rc Si ain Te Seceseseeese® p a i g wee . weeeesseeeuesees 

ee te eeeeeseeses . ** 7. +e ee +4 seeeeeesseeeses 

= : eeeseseeees . . : ee eee . : vveseeeesesete® 
Ay a weevsseees Bo es ee eae "4 . cveeseesseeess 
ate thee soseeesess x yes 4 » yy * p vveveseeese® 

- AN ir ees Sccceceeeeees AMELLEES 

. He a a TR a Ny 
RRR a REE RORY 5 
RR SY 
NS A Sl ny 
‘ 08 20009 OOOO OOO eee eeeTETESSSSSCOOESOCOODIO CLE IO COS 
east ar Oooo eee eee eT eeT EET ESTOS TCETS OCS ISCO TCLS Oe 
gai 3 I he 
pat eae ooo OOOO Oe cece eee eee seer esses eee ee ese 000 ee 
ete - eee COTE SCHOO OSOSOSAHSSOSHESESHSS SED ESOS S00 
% eo tg. eee eee ee ese eeseesesesscosoersererererersses 

ae ye bags eee cece eeeees set eeeeeeereesere 

aise ta i 

fein. 

Sonn | 

| 

; | 

Bitz | 
he 

so | 
rah 
A 

Beis Ro 

SU. | wees | | 

we a oak oe | 

av | 
Aedes 
as 
| ee 
ee 
el 
ee | ee 
| 
| 
ee | ° 
| | | 
| _ a 
| <>) 
} oc a 
AS ohare an : 
=.) eee i Sele Res Se me SRI LO Pare ae re Gh Teme oe : 5 i 
fa. baie, Ae ne © 2505 See eee ‘ie i Pe a ee a CEN MT ARM mee Fat aN Lo ite a nce > ‘ ; i A 
Nie tc SL gee ae ee alee sie eee NN ns 24 : ; at : went rol Dicer Gene Commit risa gh vo 1 RM ee alt 2 ‘Cee ee E i ; 
Woghgeai ee Pe 0 eR Fe ee ee ak es Shige Pak Lg Carey aie ae ; pear | : neat Pe Nat pret: She ae ate Biter 1 Re a ee gt eal an ares aiteee a oe ee Shae ae ee ec ns RO, a ae . 
fea ie Rea ae cee ae eres cee face Blt Oy NT ¥ ‘. ST a Se phe cei weap Te NE aera OF Sa il Ei, Oe iy eee Sa get ae eae ieee... 5 a aie ates <r 
so i Ne aes ey Se Mime, se ae Regie is ce | eT ee ees eam bok tit) ce sae eee fein SN Rr Sey : : " Begg ee ie eg os Tepe comet CEMA ee ee pee 2 ee a eg eid : a) 
EP a nt canes pa A Re ORE ae ce VR Ree genes ae OR Sea ee ee sane ree peace meee ny Loe ie are : oe: : Se i eehGe hae we ie el a ES tt A elegy a cee ny ee eg Loo crete eer. ee a Ree es 
es Phiten pet ne Resi vie fe Nias oo agreement Wat WEIR [rtp nett Gere Oe ES eee a aie OS Re ane sateen aly or ane a ea aes ed et eee oe er eee ees mes peer ee 
See Sa iD yates (AS I Ae nme pet ae ai eee ats Og cae oes es CVE A> cha it gd a a en EH TOYA Bo OE a ESO Be Wate ie SE Sete Meee RNS ‘ek fee ee: «i i =) Roc aa Miss op > ee et aad Se Pi ee ee ead ee ee aT See Stat. Sot on 
0 ar ied oy aie pe Oran " Be ee ee: ea a7 led ole a nee Rag ee Ree Sr NER Drgeb 2a oe mail oe he seal 4 Seek Be ae ene ay at we “oS Sees org, ca he ed Ra Mgt cere BNO ail Ae ewe 
et ID hee aa a ek uae tahoe as” ORM See gy I aoe Mr aD ie tere ceca (at lis pee eee a eee asi Aner ny Maen gee as ar og eee ge in aa Sn Rr On eet a tei cS Swng eet ie eee pie CCE Be a AS 2 
Pe ae ee Fiala hei Spi Caine ha ee NL ier oc 0g eae RE SES. GS NN rs en meen Mert’ Py ee pula’ che gNe  Ne Pe yee eee ot nt os oe Meee ote io rout Se 
“)). hie a i + nie bee oe lee Te er Se i te le RRR SR nea con gel, oat te ee © Be Tg ak GRP weee ae 7", RAN peepee Se ere nop eee No Ae OR REE oes ai hae ee Si 
Be OU ce SRR RR ge V1", SNe pee PE rie aA rag OE IRM Ns al RGR ce 


August 19, 1935 


ADVERTISING AGE 


. 


Shoes on salesmen hitting the hot pavements, 

Shoes on shop girls and women in kitchens, 

Shoes on soldiers, and kids playing hopscotch. 

Slippers for a girl at a party 

And homecoming husbands, tired at night. 

Thick-soled shoes for factory workers, 

Boots for the farmer cleaning his barn, 

Shoes that the poor must have in winter, 

And shoes that are snug in shoe-trees in a 
cedar closet on Park avenue. 

Even the baby needs a new pair of shoes. 


W hether the times are good or bad, 
People need shoes, need shelter, food, clothes. 
And Binghamton makes the shoes. 
Some 15,000 men and women work in the 


AnoaRoRo 


\e 


Shoe Leathe 


shoe shops of Binghamton 

And its twin satellite cities, Endicott and 
Johnson City. 

Binghamton makes a lot of other things, too— 

Cameras and organs, business machines and 
steel products. 


One hundred and ninety-five miles from New 
York City, 

On the far western fringe of the New York 
market. 

This hundred-year-old town has more than 
80,000 people, 

Middle-incomed people, mostly; 

The kind that fills Chemung Street’s movie 
houses, 


Street is the smart shopping thoroughfare of Binghamton. 


h e BINGHAMTON, N. Y., 195 miles northwest of New York City, buys one Sunday News for every two families. Its 
18,819 families read 9,479 copies of The News, for a coverage of 50.4%. It is the site of the State Hospital for the Insane. Court 


ae 


RSS. 


Tribune Tower, Chicago 


SAY PICTURE NEWSPAPER 


e Kohl Building, San Francisco e 


NEWS 


People who spend their paychecks along Court 
and Main Streets, 

Keep corner druggists and grocers in business, 

Who pile up the $40,000,000 in Binghamton 
banks. 

Are you selling enough to enough of these 


people? 


In more than half the homes of Binghamton’s 
18,819 families, 

Some 9,479 Sunday Newses find a weekly 
welcome. 

Newsboys leave The News on the wide 
verandas of Riverside Drive, 

And in the doorways of the fighting First 
Ward 

Where young Jack Sharkey once became 

The battling terror of drab Clinton Street. 

Most of the newsboys and most of the Newses 

Hit the homes between these two extremes— 

Homes on Chapin and Ayres and Murray 
Streets, on Leroy Avenue, 

Homes in the neighborhoods that magazines 
hit so sparingly. 

In nearby Endicott and Johnson City 4,797 
more copies of the Sunday News 

Reach 64%, of all the families. 


Here are three of 119 cities of 10,000 or better 

Where coverage of the Sunday News is 20% 
and up— ; 

An urban empire that is meat for any alert 
manufacturer. 

If your dealers are indifferent or too inclined 
to crab, 

If your salesmanager needs a change of scene, 

If your treasurer is sour on conditions, 

You can pep the sales and outfit up 

With a generous injection of the Sunday News 

In your advertising schedules. 

At a current rate it’s just a shame to miss. 

It will expose your advertising and your 
merchandise 

To more than 2,400,000 homes. 

The largest newspaper circulation in America 

In a tiny territory where the sales run big! 
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FIC HITS PRICE 
FIXING ON PARTS 


Washington, D. C., Aug. 15.—Un- 
der an agreement with the Federal 
Trade Commission and announced 
here, the Birmingham Automotive 
Jobbers Association and its members 
have assented to “cease and desist 
from doing or permitting, by agree- 
ment, understanding or combination, 
the following: 

“1. Abiding by manufacturers’ re- 
sale schedules in the selling of all 
automobile parts and accessories; 

“2. Fixing prices at which such 
articles shall be sold; 

“3. Fixing prices for certain re- 
pair jobs involving only labor; 

“4, Fixing prices for repair jobs 
involving both automobile parts 
and labor; 

“5. Fixing or maintaining a sched- 
ule of discounts to be allowed by 
them to certain classes of pur- 
chasers of automobile parts and ac- 
cessories; 

“6. Requiring their customers to 
resell such articles so purchased 
from them at list prices of the 


manufacturer thereof, or at prices 
fixed by the association; 

“7. Requiring every member of 
the association, before a _ price 
change is to be effected by them or 
any of them, except close-out items, 
to notify either the secretary of the 
association or each member in writ- 
ing.” 

Armand Decision Upheld 


The FTC also has announced that 
the second circuit court in New 
York City, has affirmed the Com- 
mission’s order in the case of The 
Armand Company, Des Moines. 

The order forbids the company 
from entering into contracts, agree- 
ments, etc., with wholesale or retail 
dealers, looking toward the mainte- 
nance of its “suggested” price for 
cosmetics. 


Detroit Agency Expands 


Simons-Michelson Company, De- 
troit, has taken virtually the entire 
12th floor of the Washington Boule- 
vard Bldg., doubling its former space 
on the same floar. 


Starts Farber Service 


Lloyd E. Farber, well-known in 
western Massachusetts art and ad- 
vertising groups, has organized the 
Farber Advertising Service, with 
studios at 1694 Main St., Springfield. 


P. J. Kelly Becomes 


Latz Vice-President 


Philip J. Kelly, former advertising 
director of the B. F. Goodrich Com- 
pany, and for the past year con- 
nected with Meldrum & Fewsmith, 
Inc., Cleveland, has been made execu- 
tive vice-president of Harry Latz 
Service, Inc., New York, advertising, 
sales promotion, and sales training. 


Mr. Kelly has had a wide merchan- 


dising experience, 
automotive 


having been an 
retailer, 


pany, and Goodrich. 


ciation of National Advertisers. 


T. O. White Appointed 


T. O. White, widely known South- 
ern advertising man, has been named 
for Loveman, 
& Loeb, Birmingham, Ala. 
White was 
advertising manager of the Louis 


advertising manager 
Joseph 
For several years Mr. 


Saks store in Birmingham, 


Joins Virgil Reiter 
Charles Peter Jaeger, 
with the Chicago Tribune, Macy & 


Klaner, Inc., and the Webb Publish- 


ing Company, has become associated 
with Virgil Reiter, Jr., 
radio station representative. 
firm will be known as Reiter & 


Jaeger, with offices at 333 N. Mich- 


igan Ave. 


and a_ sales 
executive of Montgomery Ward & 
Co., Goodyear Tire & Rubber Com- 
He served two 
terms as vice-president of the Asso- 


previously 


Chicago, 
The 


SIROVICH BILL 
PUT FORWARD AT 
HOUSE HEARING 


Washington, D. C., Aug. 15.—Ap- 
pearing as the last witness at the 
hearing before the sub-committee of 
the House interstate commerce com- 
mittee, Representative Sirovich, New 
York, urged that his bill be sub- 
stituted for the Copeland bill, de- 
claring it a more effective instru- 
ment in curbing sales of adulterated 
products, wrong labeling and adver- 
tising. With the hearings closed, the 
House sub-committee will report to 
the whole committee with its rec- 
ommendations. 

The New York representative de- 
clared that his bill had the support 
of the President with whom he had 
discussed its provisions. It also was 
approved by Undersecretary of the 
Treasury Tugwell, he said. 

The chief feature of the Sirovich 
bill, as explained to the sub-commit- 
tee, was the use of red, white and 
blue labels to designate classes of 
products. The use of such colors 


“ee 


OTTUMWA 


The 


lowa Newspaper 
things" forces statewide investigation of cor- 
ruption involving high public officials. More 
than 50 indictments returned! 


10s Gazette 


SLECTRIFIES 
ALL IOWA 


gh STARTLING 
GRAFT Disclosures 


that really "does 


In the few, short months from February to July 1935, this newspaper started and carried 
through a campaign against graft and corruption in public office in lowa that extended to 
all parts of the state and resulted in indictments of more than fifty persons including the 
state's attorney general, his first assistant, two state agents, a sheriff, the former chairman 
of the Democratic state central committee and numerous other persons of lesser political 


stature. 


Alone and single-handed this aggressive and powerful newspaper carried on its fight for 
decency and honesty in public office until it won the acclaim of all the better people of 
the state and the admiration and editorial support of most of the state's newspapers. 


This type of militant editorial direction is the advertiser's surest guar- 
antee that his advertising placed in the columns of this newspaper will 


“do the job." 


Any newspaper that is powerful enough to sway public opinion over 
an entire state is powerful enough to sell merchandise. 
ognizes The Cedar Rapids Gazette as the newspaper that ‘does things." 
Local merchants who are more closely in contact with conditions in 
lowa have again given this newspaper the largest volume of retail 
advertising carried by any lowa daily newspaper during the first six 


months of 1935. 


National advertisers will do well to investigate this powerful, productive 
medium and tie in their advertising to this newspaper's tremendous 


reader interest. 


All lowa rec- 


“BLANKETS IOWA'S RICHEST MARKET" 


Cedar Rapids Gasette 


New York 


Represented Nationally by 
ALLEN-KLAPP FRAZIER CO. 


Chicago 


Detroit 


Now Delivering the Largest Net Circulation in Its 52-Year History! 


St. Louis 


for drugs, he said would mean the 
use of white labels as an indication 
of purity, blue when the drug con- 
tained narcotics or hypnotics and 
red if there was poison present. 

To enforce the provisions of the 
Sirovich bill, there would be set up 
two administrative agencies, one for 
the regulation of foods and another 
for drugs. If cosmetics were added, 
he indicated that he would favor 
placing the Public Health Service 
in control. 


Favors FTC Control 


Regulation would be under license 
power in the Dill. 

As for advertising features as sep- 
arated from others, Rep. Sirovich 
favored placing this exclusively un- 
der the Federal Trade Commission, 
which he said desired to continue to 
watch over this field of merchandis- 
ing. 

Cognizance was taken of a pur- 
ported lobby which, it was said, 
sought to defeat the “viciously im- 
proper bill known as the Copeland 
bill”. Howard W. Ambruster of 
New York wrote to Chairman Black 
of the Senate lobby investigating 
committee, urging that he give this 
“lobby” his attention. He asked for 
the privilege of testifying. 

The office of Senator Copeland was 
in receipt of the study of the New 
York Board of Trade, which con- 
ducted a survey on the attitude of 
all interested companies and classes 
affected by the Copeland bill. The 


BECOMES TREASURER 


O. B. Winters, who will become 
treasurer of Erwin, Wasey & Co. 


under reorganization. 


(Story on 
Page |.) 


survey indicated general acceptance 
of the bill rather than any of the 
other pending measures. 

The Advertising Federation of 
American and the American Asso- 
ciation of Advertising Agencies were 
listed among nine organizations 
which favored the Copeland meas- 
ure. As to whether the Pure Food 
and Drugs Administration of the 
Department of Agriculture, or the 
Federal Trade Commission should 
be the enforcing agency, the survey 
pointed out that the Copeland bill 
will bring about dual control. 

“While some believe that the Fed- 
eral Trade Commission under pres- 
ent authority can only proceed in 
eases where unfair trade practices 
are involved, 70 per cent of the 
eases conducted since 1914 by the 
Commission have involved false ad- 
vertising. It can obtain this power 
hrough legislative enactment.” 


Byrum Agency Moves 


Byrum-Reaves Advertising Agency, 
Denver, Colo., has moved to 1829 
Champa St., and has returned the 
firm name to the former style of 
Byrum Advertising Agency. 

R. Y. Reaves has opened an office 
of his own at 810 Fourteenth St., as 
R. Y. Reaves Advertising Agency. R. 
E. Varnum is account executive; B. 
L. Page, secretary; C. M. Grove, art 
director. 


Gets Staley Account 
Advertising of A. E. Staley Mfg. 
Company, Decatur, Ill, maker of 
Staley’s syrups and laundry starches, 
has been placed with the Gardner 
Advertising Company, St. Louis. 
A. W. Neally is account executive. 


everybody—regardless 


released. 


renewals. 15-minute 


America’s Most Popular Detective Character, 
Earl Derr Biggers’ 


Charlie Chan 


Now Available for Broadcasting 


All the wit and humor, the mystery, thrills, 
romance and adventure of this master are 
vividly dramatized in a manner to appeal to 


Hailed as one of greatest script shows ever 


First broadcast release September 15. Avail- 
able on 13 week contracts, with option for 


week. Recorded by R. C. A. Victor. 
method of introducing commercials insures 
audience attention to advertising. 

Audition programs (2 for $5) available now. 


Wire for details (costs, merchandising, pro- 
motion, etc.) and territories open. 


American Radio Features Syndicate 
Frederic C. Dahlquist, President 
555 South Flower Street 
Los Angeles, California 


of age, sex, income. 


transcriptions, 3 per 
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H- J* HEtnz COMPANY 


" 
Way Delineator, with the captions 
ver of the May 
ip coved" We ag 


Foop PRODUCTS 
«57 VARIETIES” 


PprrTSBURGH. PAUS.A- 


tions. 
a sald boot sared 4 iin five other publice 
tical 


jimes from the 
we received more ch " 


HEINZ SETS A NEW RECORD 
FOR MAGAZINE RESPONSE 


The letter from Franklin Bell, Advertising 


Manager of H. J. Heinz Company, tells a 
fairly complete story in itself 


The main point is not that Delineator out- 
pulled the other five magazines in which 
that advertising appeared. Some of them 
have less circulation than Delineator and 
we might naturally expect to do better than 
they did. The significant thing is this—the 
response from the Delineator advertise-— 
ment, each coupon accompanied by a dime, 
was greater than the response to any 
magazine advertisement that Heinz has 


ever run. It was even greater than the 


response to advertisements offering free 
booklets. 


Delineator has less circulation than many 
other women’s magazines—deliberately so. 
(Circulation guarantee, by the way, is 
1,500,000). But as the Heinz incident 


proves, it isn’t always how much circulation 


but what kind of circulation, that spells 
~ results for advertisers. 


DELINEATOR 


— ee fs ae uy : Pie 
a tt A A RR TEA TE ARE RN, A AC A RE aN A. NN AE AN NN A CRAIC et eR RE ; 
_oOrrrrrrr nN x “ 
' 
a 
| ; 
-— ¢ arcs 
See 
feos 
° cooe Rats 
St 
a> es 
Agvanrisit@ DEPARTMENT july 31, 1995 cont 
vee 
ee oy 
a eaeee te 
He ee 
Ready Re Latshew Pores. aa 
Prepared Mire steney azine Be ii 
eato f 
— TY ng 
Bars 2 
— : 
a7 shaw: ™ peice 
Dear Mr- Lat pipe and we ‘Coe pene 
om this in your ae 
Put pack ribet ea 
the teens te 
| page on = ea 
s Salad Magic eh ean 
se By hasvarlics nce 
” ld Bont Sie 8 
ASPARAU hs er— ne ae 
e SOG chet 
So fer ¥ mage e 6 he 
a other sore Fepires then ae 
tor page than ~? ooator page ee ee +, even when we ose 
BER inestr Ried. The Delineation Dine eave de 
t r received 
pooklet. 
— : free 
a sincerely Youre» 
-—_ BH. Jq HEINZ a 
pepper POT he 
— ¥ Thee ates 
rene AED 
vEGeTABLe ’ ie 
« % pavertising Mansget | 
¥ Foss ee 
a | a ee 
' : ‘ 
¢ oon 
aes 
; OY a 
wi lasts 
re 
a f . 
rian 
> 
ne, 
ng 
: 
7 ihe 
| f 
i 
| ee 
| : 
| i 
| ee 
ms 
| _ 
| 
} 
a em ee eee ty Neen Re arn ieee eS Gr Te sa ae arta nl geo gt oe ae CS A Se in a ON Ie Mahe Oe De a A ee eet a 
a a ea a ee Ie os ee Se eee is ae ots 
Se Be ocr deat ea rr Vg ate ia ena fy peering SS AL i tee uc ta ane a Roe at BAU ge od Ats pea mE RAIL Ss 8A he Age eee Sareea Go i a er eae Ag 
eae eae ae erie Ae ee sei nie eee Sie we ah tat ue : Ce ae eee rel : 2% De RE GE RRS OT Ua ey, MRT May RRR ee ONS SAF SST Pa eee Sh i ea Gr Sica = Sen Somes iS Gaps ‘ 4 
ej Leo aoe Sr eager 2 ? ree “ i ee zs ore era Ce, Meee een ae ee ieee eee eg ais eA et Ne are Pines See. MBS PR Seen rae ge RE TN SRE eT eo Re ET ERS Om Ca Pes See ieee. 2 7 ae 
i in Fae OS ro ic Ra aca ag ce ae: a Nerd hs ae cases - : ao Bee iy ete es een ee ee ce rt a ae ea ert nk nu rues OE AERA SO eRe ee ae 
aes ee Dee Be eee ee eee (RR Se: rn a eget. Smeets et Soup fOr oe) Sosa ae ee ets Seren mgr mae eae a. PINE Mite en ic era eyed br rey * ye ‘ aire ames se Pegi Get eee oer ei aib ho ce Bk Teton 
Aina rie edi rsntee bene yi thr me ae a ede ret aarti e Daeeaiaie sh get Mam cay Sn ohh MD RRR oc, a EEN A) Neem ye tect ge ecg Se pen Oe ete Ye ce Ge SAU nit eR ON Be oe i ae 
es gS DU Et a i a Ac ah ie le et ie se ees cee aaa oe aN Bc pee eran 2 2 Oo Pa Rete Ra mae aie Be -ccdae -pa En a Sa Seen ae Oh ae oat pase a OE ae here eee i a ein Reena ti = 2h shies oa mR ia Coe RIGNE RD acy a ae ae aes CTSA eT Sa ook = ee eRe Peg Rae eee ee ET gk 5. ore perme ae 


ADVERTISING AGE 


August 19, 1935 


Viscount Bridgeman, Head 
of British Radio, Dies 


Viscount Bridgeman, 70, chairman 
of the British Broadcasting Corpora- 
tion, formerly home secretary and 
first lord of the admiralty, died Aug. 
14, at his home at Shropshire, Eng- 
land. 

Bridgeman was a member of the 
house of commons for 23 years. He 
was made a peer in 1929. 


Names M. A. Bergfeld 


M. A. Bergfeld has been named 
advertising director of Mickey Mouse 
Magazine by Hal Horne, Inc., New 
York. Mr. Bergfeld, once owner and 
publisher of The Field, now called 
House Beautiful, was for several 
years associated with the Hearst 
magazines. 


SAFEWAY DEFIES 


HR. COMMITTEE 
PATMAN STORMS 


Washington, D. C., Aug. 15.— 
Charging that there is a conspiracy 
among chain store executives to re- 
fuse to answer questions and fur- 
nish information, Representative 
Patman, chairman of a subcommit- 
tee investigating chain store opera- 
tions, told the house this week that 
“we are going to get that informa- 


tion, if it is possible to get it. If 
the information is not furnished, 
the House of Representatives, so far 
as I am individually concerned, will 
have an opportunity to punish every 
one of them for contempt.” 

Rep. Patman placed in the record 
telegraphic correspondence with rep- 
resentatives of Safeway Stores, Inc., 
which, he said, indicated that there 
is a “chain store lobby” which is 
seeking to prevent full knowledge of 
how chain stores are mulcting the 
public. He said they had tried to 
block passage of appropriations 
which his committee needed to con- 
duct its investigation but that they 
had not as yet succeeded. 

He held that the excuses advanced 
by the chain store and department 


information aroused the suspicion 
that they were inspired from one 
source. 

A telegram from John Francis 
Neyland, attorney for Safeway Stores, 
Inc., Oakland, Cal., denying the right 
of the Patman committee to certain 
records was made public, together 
with Rep. Patman’s answer. The 
Neyland telegram said, in part, that 
“it has been apparent from the out- 
set that your investigation is not 
bona fide but has been influenced 
by organizations antagonistic to 
chain stores for selfish and pecuni- 
ary motives. 


Charges Inquisition 


“In other words, under the guise 
of investigating alleged lobbying 


store executives against supplying 


and 


Its Food Sales Per Capita 


Are the Highest in the United States! 


Its food purchases exceed those of the two and a half 
million people of the combined states of North Da- 
kota, South Dakota, Montana, Idaho and Nevada. 
Purchases in Washington—$87,000,000; in these five 
States—$86,000,000. And, this does not include the 
28 contiguous Virginia-Maryland counties, which 
complete the Washington market of 1,000,000 people. 


Such a retail sales volume looms large in any sales 
campaign. For every dollar of food the average 
United States family buys, Mrs. Washington puts 
$2.18 worth into her market basket. 


The assured economic stability of Washington re- 
sulting in permanent jobs and steady incomes for the 
majority of its families is one explanation of this 
generous food buying habit. 


Probably another contributing factor is the work of 
the Washington Herald’s Home-Makers’ Department. 
Under the able guidance of Mrs. Frances Troy North- 
cross, its director, this department holds weekly meet- 
ings with from 100 to 300 of the 14,500 members of 
the Home-Makers’ Club. From 2,000 to 2.500 women 
gather each month for the monthly parties of the 


Sd 
The Washington Market—1,000,000 people— 
consists of the City of Washington and 28 con- 


tiguous Virginia and Maryland Counties. Here 
the Herald reaches 1 out of 3 daily—2 out of 5 


THE 
WASHINGTON 
HERALD 


ere 101,234 @ SUNDAY........ 195,242 


PAUL BLOCK AND ASSOCIATES 
National Advertising Representatives 


New York Boston Philadelphia Chicago Detroit 


Cincinnati Los Angeles San Francisco 


Home-Makers’ Club. At all of these meetings, food 
and its preparation is one of the important subjects 
of discussion. 


Every day of the week, the Home-Makers’ Depart- 
ment appears in the Washington Herald. On Satur- 
day this feature is enlarged to from four to six pages. 
Here, home-making and all its angles is discussed and 
illustrated . . . filled with recipes . . . timely menus 

. . seasonal foods and their health values . . new 
food products on the market . . . preparation of spe- 
cial luncheons . . . dinners . . . snacks . . . canmapes. 


The entire subject of foods is presented through the 
Herald to 1 out of 2 families daily in the city and 
suburban area—on Sunday, 1 out of 1.5 families. 


The Herald’s cooperation with advertisers consists of 
applying its detailed knowledge of the market, plus 
its facilities for cooperation to each particular prob- 
lem... there is nothing cut and dried about it .. . 
conceived from the Sales Manager’s viewpoint . . . 
more sales at lowest possible cost. Write or phone 
for a representative. 


practices you are promoting the in- 


View of the lobby at a Home-Makers’ Party 


terests of the United States Whole- 
sale Grocers’ Association,” the tele- 
gram said. 

“I have no objection to my clients 
participating in fair and impartial 
investigation, but I do not propose 
to permit United States Wholesale 
Grocers’ Association, through you, to 
conduct an inquisition on its com- 
petitors under the guise of govern- 
mental examination.” 

Rep. Patman denied the charge as 
“absolutely false,” and charged that 
the attorney did not want “his client 
to show special privileges, benefits 
and secret rebates that this concern 
is forcing manufacturers to give it 
that will permit this concern to 
destroy the businesses of independ- 
ent retail merchants and operators 
in towns and communities where his 
client’s stores operate.” 

As for the United States Whole- 
sale Grocers’ Association, Represen- 
tative Patman declared that “I did 
not know that it was interested in 
legislation that would give independ- 
ent merchants the same rights, privi- 
leges and opportunities as chain 
stores until I had been appointed 
chairman of the committee making 
this investigation and had actually 
conducted hearings for two days.” 
He added that it was “doubtless 
true” that the bill would aid the 
wholesalers, but that it would also 
“promote the interest of a million 
retail merchants in this country,” 
and the consumers. 


Gives the Answer 


Figures were presented by Rep. 
Patman which were alleged to show 
that chain stores were willing to 
lose money in order to displace com- 
petitors after which they increased 
prices and regained their losses. 

The Texan said that “it should 
not be overlooked that our commit- 
tee has disclosed that chain stores 
can sell their goods for the same 
prices that the independent mer- 
chants pay for their goods and at 
the same time make enormous 
profits, declare enormous dividends 
and pay high salaries. 

“The reason is that the manufac- 
turers say they cannot sell to every- 
body for the same price they sell 
to the chains. If they were to do 
so, they would soon go broke. Is it 
right for a few large concerns to 
control retail distribution in this 
country and destroy the business of 
millions of people in such an unfair 
way and by such savage conduct?” 


Moran Joins Monthly 


D. S. Moran, formerly with Finan- 
cial World and the Magazine of Wall 
Street, has joined the advertising 
staff of Current Controversy, new 
national monthly. 
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Say SEAGRAMS and b 


abe KYLINE./ SIGNS 


And now—Seagram’s! 


Seagram’s has contracted with Federal for an 
electric spectacular to blaze their sales message 
both night and day to 500,000 Metropolitan 
Chicagoans along Chicago's “Skyline of Signs.” 

Once again, therefore, an important adver- 
tiser enthusiastically endorses Chicago's “Skyline 


a of Signs” as a vital force in their adver- 
tising program. 
Pig aca acie And once again an important advertiser 
prac pene-y-dlaanncay ee ‘'¢ | . ie gives visual evidence of Federal leader- 
Saks: Reptecse seins “ity ny + ship in the electrical advertising field. 
_ ~eearmie. a. zor *5 ddd wake National advertisers are getting the 
| | vi Fama 5 facts about Chicago's “Skyline of Signs” 
| ; — — ae >" San a because they are interested in driving 
wk ¢ home their sales messages to Chicago's 
oo ss: buying population— while that buying 
zs er 2 population is on the buying path. 
“ne al RT OR And national advertisers— with the facts 
in hand—are joining Chicago's “Skyline 
. of Signs.” 
Your copy of “WRITING IN LIGHTS,” @ com- Ask for the facts about this new force 
prehensive analysis of all forms of electric sign im advertising which enables you to get 
«  » advertising, will be mailed free upon request — ™ore sales in this great market! 
of 
o 
“4 FEDERAL ELECTRIC COMPANY, INC. 


CLAUDE NEON FEDERAL COMPANY 
225 North Michigan Avenue, Chicago, Illinois 


BALTIMORE CINCINNATI DALLAS DULUTH HOUSTON INDIANAPOLIS LEXINGTON 
LOUISVILLE MILWAUKEE MINNEAPOLIS NEW ORLEANS PHILADELPHIA ST.PAUL 


FEDERAL BRILLIANT CO., St. Louis and Kansas City, Mo. 
CLAUDE NEON FEDERAL CO., SOUTHWEST, Oklahoma City, Okla.; Tulsa, Okla.; Wichita, Kansas 


Subsidiaries: 
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The Farm Market Comes Back 


One of the brightest spots in the 
merchandising and advertising situa- 
tion at present is the farm market. 
The great increases in purchasing 
power resulting from the rise in the 
prices of agricultural commodities, 
plus the benefit payments to farmers 
made under the AAA program, have 
made Mr. Farmer one of the most 
interesting persons in the country 
for those who have something to ad- 
vertise and sell. 

Last year the drouth situation, 
which affected certain large areas, 
and earlier this year the dust storms 
which harassed a few smaller terri- 
tories, caused a lot of pessimists to 
think that the farmer was going to 
be a very poor prospect for adver- 
tised goods this year. But these 
gloomy forebodings were not borne 
out by the facts; business in the 
farm market in 1934 steadily im- 
proved, and in 1935 it has gone ahead 
at an amazing rate. 

Manufacturers of farm implements, 
mail-order houses and other com- 
panies which concentrate on the 
farm market to a large extent are 
sharing with manufacturers of au- 
tomobiles and other general mer- 
chandise the good times which the 
farmer is now enjoying. The result 
is that farm paper advertising is 
maintaining the fine increases which 
have marked the end of the depres- 
sion as far as the agricultural situa- 
tion is concerned. 


In the August 12 issue of ADVERTIS- 
Inc AGE were published figures on 
farm paper lineage for July, supplied 
by National Advertising Records, 
and the increase shown amounted to 
nine per cent compared with last 
year. This was the biggest increase 
in July advertising volume shown by 
any classification, with the possible 
exception of radio broadcasting, for 
which July figures have not yet been 
released. 

The farm is such an important fac- 
tor in the American picture, from 
the standpoint of size of population 
and market possibilities, that it 
would be hard to think of a business 
which is not affected directly or in- 
directly by the prosperity of the 
farmer. Hence the great improve- 
ment recorded in the farm situation 
is helping to make conditions better 
for all of the other elements in 
the national situation, as well as 
supplying an immediate benefit to 
those who sell directly to farm 
consumers. 

The outlook is for continued pros- 
perity for those who live on the land. 
High prices for farm products are 
almost certain to be maintained, as 
the prospect of somewhat smaller 
production of major crops has al- 
ready caused a modification of the 
AAA curtailment program. Conse- 
quently advertisers will find farmers 
among their best customers and pros- 
pects for 1936. 


That Advertised- Milk Decision 


The decision of a special federal 
court on the New York milk control 
law, holding that unadvertised milk 
could be sold to stores at a price one 
cent below that of advertised brands, 
developed a line of reasoning with 
which most advertisers will not be 
able to agree. At the same time, it 
suggests an advantage which adver- 
tisers possess as compared with their 
competitors—one which is a corol- 
lary of advertising rather than a 
part of it. 

The court declared that the repu- 
tation of advertisers for the produc- 
tion of a superior milk justified the 
price differential, assuming that the 
reputation was really earned. The 
interesting fact is that in order to 
be worthy of the reputation which 
advertising seeks to establish, pro- 
ducers almost invariably improve 
the quality of their goods. It is dif- 
ficult to win an undeserved reputa- 
tion for quality through advertising 
if the experience of consumers does 
not justify the advertised claims. 


Thus advertising tends to benefit 
consumers by raising standards 
which enable the advertiser to sup- 
port every claim for unusual quality 
with which he attempts to endow 
his product in the mind of the con- 
sumer. 

On the other hand, there is no rea- 
son why both producers and consum- 
ers should be penalized because of 
the greater acceptance for adver- 
tised products won through a 
demonstrated possession of desirable 
qualities. The attempt to force ad- 
vertisers to occupy a disadvantage- 
ous position in the market, merely 
because of the fact that they adver- 
tise, is an effort to destroy the econ- 
omies which large-scale production, 
distribution and advertising are 
capable of bestowing upon producers 
and users. 

The decision is an attempt to up- 
hold legislative control of a price sit- 
uation which free and open competi- 
tion would ultimately establish upon 
a sound basis. 


ADVERTISING TRAGEDY NO. 9475638 
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—New York Sun 


“Holy cowll We got wallpaper mixed up with our rolll!??" 


Voice of the Advertiser 


Is Sure He Can Identify 
“P. G.” Cover Artist 


To the Editor: Your Aug. 5 issue 
showing a reprint of the Police Ga- 
zette cover and captioned, “Creates 
Stir in Art Circles,” says that many 
New York artists attribute that 
splendid rendition to McClelland 
Barclay. 

Why express any doubt whatever? 
Isn’t it evident to those of us who 
interest ourselves in anagrams that 
certainly he and no one else is 
guilty? Let us study closely the 
name, “Calbary Cam,” which was 
signed to the cover painting, and by 
twisting and rearranging the letters 
we derive the name, “Mac Barclay.” 
Simple, isn’t it? 

Those of us who admire Mr. Bar- 
clay’s work can understand his at- 
tempt at resorting to subterfuge and 
do not blame him for exacting the 
credit due him, even though it is 
derived from a pseudonym. 

JosepH E. BELL, 
Claude Neon Federal Company, 
Chicago. 


7’ ¥ ¥ 


Oshan Is Still on 
Job, He Reports 


To the Editor: The “Getting Per- 
sonal” column of your Aug. 5 issue 
contains the news that Colman 
O’Shaughnessy had been appointed 
advertising manager of this com- 
pany. 

We are happy indeed to welcome 
Mr. O’Shaughnessy into our organi- 
zation, but so far as I know, I am 
still the advertising manager, and 
have been for the past five years. 
What the future will develop only 
fate can foretell. In any event, at 
the moment Mr. O’Shaughnessy is 


assistant advertising manager. 

My boss seems to think that I’ve 
done a “fair-to-middlin’” job, and I 
in my 


do not anticipate handing 


ON TAP. 


resignation, nor do I expect to get 
fired, at least, I hope not! 
STANLEY H. OSHAN, 
Advertising Manager, Equitable 
Paper Bag Company, Inc., 
Brooklyn, N. Y. 
» + 
Rochester Brewer Has 


a Summer Trade Mark 

To the Editor: In and around 
Rochester the summer trade mark of 
the Rochester Brewing Company has 
evoked much favorable comment. 
Perhaps it would be of interest to 
your readers. 

Proofs of the Straw Hat trade 
mark and a small “reminder” ad are 
enclosed. The regular’ established 
trade mark for Old Topper ale is the 
figure shown just over the center of 
the hat band. The hat idea has been 
earried over to the seasonal product 
without any loss ‘of identification. 
Full credit for its conception goes to 
B. E. Wilson, vice-president of the 
brewery. 

JOHN LARMER, 


Service Director, Ed Wolff & 
Associates, Rochester, N. Y. 

vvy 

Par 16 Has More 


Minerals, Is Claim 

To the Editor: You carried an 
article in your Aug. 5 issue concern- 
ing Youth bread which claims among 
other things that no one food, ex- 
cepting Youth bread, contains all 11 
minerals in the correct proportion. 

We call your attention to this be- 
cause our client, the Bio-Chemical 
Research Corporation of Des Moines, 
was the first to completely mineral- 
ize bread, using what is known as 
the Par 16 Minerals. 

Par 16 Mineralized bread has been 
on the market now for a year and 
contains all 16 elements in balanced 
proportion as needed by the human 
body. 

The Youth bread concern appears 


IN BOTTLES 


BUY A CASE FROM. YOUR DEALER OR 


ROCHESTER BREWING CO., 


INC GLENWOOD 270 


to be exaggerating when they state 
that their bread is the only food to 
be mineralized. Par 16 is not only 
more fully mineralized, but it was 
on the market long before Youth 
bread. 
E. A. HOFFMAN, 
E. H. Brown Advertising Agency, 
Chicago. 


[Editor’s Note: Whether Youth 
bread, Par 16 Mineralized bread, 
or some other’ bread _ product 
contains the most beneficial collec- 
tion of minerals, we cannot say, The 
claims to which Mr. Hoffman takes 
exception were advanced by the pro- 
moters of Youth bread, and were at- 
tributed to them in the story he dis- 
cusses. It is the function of ADVER- 
TISING AGE to present news stories 
dealing with merchandising and ad- 
vertising developments, and _ since 
such developments almost invariably 
involve claims of product superiority, 
these claims are included in our 
stories. In every case, however, they 
are the assertions of the manufac- 
turer or seller of the product, and 
not those of ADVERTISING AGE.] 


“Advertising Age” 
Has English Readers 


To the Editor: I was interested in 
the letter from Mr. Buchanan-Taylor 
and in the fact that ADVERTISING AGE 
has a considerable standing in En- 
gland and is read with interest by 
such forward looking advertisers as 
Sir William Crawford and the Lon- 
don Press Exchange. 

Sir William is a personal friend 
of mine and, as it happens, handles 
the Western Electric account in Lon- 
don. This type of advertising man 
over there makes it a point to keep 
extremely well advised of develop- 
ments on this side. 

W. A. Bacu, 
Audio Productions, Inc., 
New York. 


a 


Humor Doing a Real 
Job for Gilbey Gin 


To the Editor: I believe the at- 
tached, the first two of a series of 
humorous ads that is now being run 
on Gilbey’s gin, will interest you. 

First because humor in _ specific 
eases has been so successful in the 
past in selling merchandise. I am 
reminded at this moment of Ingram’s 
shaving cream with the “Sykes” car- 
toons, Life Savers, Fortnum and 
Mason, Lucky Strikes when they 
brought over Bateman from England, 
and the introduction of Old Gold 
cigarettes to the American market 
by Clare Briggs. 

And_ secondly, 


because after all, 


WORLD FAVORITE GIN 
SWEEPS COUNTRY 


THOUSANDS AMAZED 
AT LOW PRICE... 


The prince of gins is now made in 
America, but you don't hove to hove 
@ prince's income to buy it. The some 
internationally famous Gilbey’s Gin 
thet is @ favorite from the Sovoy in 
London, to the Bombay Yacht Club, is 
now mode in America-—and in the 
some way os it was mode obrood. 
Try Gilbey's in your favorite cocktail. 


*1.34 


4/8 QuaaT 


GILBEY’S GIN 


Pene-Meryleed Corp.. A Division of Nevional Distillers, Oses, New Yort Cor EY 


liquor is drunk for enjoyment and 
shouldn't there be a bit of a smile 
in selling your particular brand to 
the public? 

I might say that the first two ads 
in this series have had a marvelous 
reception, and Gilbey’s gin is selling 
so far beyond all expectations that I 
thought the character of the adver- 
tees might interest you. 


LAURENCE M. LLoyp, 
Topping & Lloyd, Inc., New York. 
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: I. Eleven hundred thousand copies of 
; a 60-page magazine are printed 
and delivered nationally in 4 days. 
ro ®. American dirt farmers get national 
s ; 
farming news less than a week old 
© in a national farm magazine. 
a ; 
4 %, National advertisers get a 6-day 
d 
closing date to put their message 
before rural America. 
These are the new achievements of Farm Journal, the one magazine which is 
addressed nationally to that half of the population which urban publications do 
not reach. October issue will be delivered Sept. 16th. Last forms close Sept. 10th. 
SPREAD YOUR NEWS IN FARM JOURNAL 
: 
= 
to WASHINGTON SQUARE PHILADELPHIA, PENNA. OS Zi) A 
ds NEW YORK CHICAGO DETROIT ——e 
oa 420 Lexington Ave. 180 No. Michigan Ave. General Motors Bldg. _— 
cto Pacific Coast Representatives: W. F. Coleman Ah ouOuntnr.. 


Seattle San Francisco Los Angeles PUBLISHER 
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17.9% GAIN IS 
SHOWN BY RADIO 
IN FIRST HALF 


Swing to Live Talent Seen 
As Increasing 


Washington, D. C., Aug. 15.— 
Broadcast advertising rolled up an 
increase of 17.9 per cent during the 
first half of 1935 over the same 
period of 1934, and fared better than 
any major medium during the period, 
the National Association of Broad- 
casters has reported to members. 

Large gains were achieved by all 
phases of the medium, the Associa- 
tion has found, with regional net- 
works making an especially strong 
showing with a rise in volume of 47 
per cent. National network adver- 
tising increased 18.2 per cent, na- 
tional non-network business 13.2 per 
cent, and local broadcast advertising 
19.3 per cent. 

National networks had gross time 


sales of $26,120,410 in the first six 
months of 1935, compared with $21,- 
998,866 in the same period of 1934 
For other classes of business, gross 


time sales during the six-month 
period totaled: regional networks. 
1935, $465,899, 1934, $317,251; na 


tional non-network, 1935, $8,591,053, 
1934, $7,610,864; local, 1935, $9,898,- 
610, 1934, $8,294,499. 

Radio broadcasting registered a 
greater percentage of increase in 
business in the first half of 1935, as 
compared with the first half of 1934, 
than any of three other major me. 
diums, according to figures supplied 
in the N. A. B. report. 


Figures For Other Mediums 


Gross time sales of radio broad- 
easting totaled $45,075,972 in the 
1935 period, as compared with $38,- 
221,480 in the first half of 1934. Na- 
tional magazines made space sales 
of $67,954,820 in the first half of 
1935, against sales of $61,409,805 in 
the same period last year, says N. A 
B., while national farm paper space 
sales totaled $2,973,225 in the 1935 
period, compared with $2,870,927 in 
the first half of 1934. N. A. B. pre 
sents an estimate of newspaper 
space sales of $254,551,000 in the first 
half of 1935, and $242,535,000 in the 
first half of 1934. 

“As contrasted to a gain of 17.9 


per cent on the part of radio,” N. A. 
B. says, “national magazine advertis 
ing increased 10.7 per cent, national 
farm paper volume 3.5 per cent, and 
newspaper advertising 5 per cent.” 

Advertising in these four majo1 
mediums aggregated $370,555,017 in 
the 1935 period, against $345,037,212 
in the first six months last year, it 
is stated. 

Non-network advertising, national 
and local combined, increased 16.1 
per cent as against the same period 
of 1934. Non-network volume placed 
over stations of more than 1,000 
watts in power rose 18.9 per cent 
Volume over stations of between 250 
and 1,000 watts gained 12.6 per cent 
and that of 100-watt stations regis 
tered a gain of 17.7 per cent. 


Divided By Power 


Gross time sales of stations over 
1,000 watts amounted to $8,808,965 
in the first half of 1935, and $7,404,- 
648 in the first half of 1934. Sta- 
tions with 250 to 1,000-watt power 
had gross time sales of $7,234,055 in 
the 1935 period, compared with 
$6,426,929 in the same period of 1934. 
Stations of 100 watts had gross time 
sales of $2,446,653 in the first six 
months of 1935, against $2,073,786 in 
the first half of 1934. 

“The growing use of live talent 
programs produced in station studios 


Your ADVERTISING Dollar 


Greater Results. During the first six months of 1935 National 
advertisers used more space and spent more money in The 
Inquirer than in any other Philadelphia newspaper. When the 
leading advertisers of the country select The Inquirer, month 
after month, to carry a greater part of their advertising effort, 
it is indisputable evidence that it brings them the greatest 


results. 


More Prospective Buyers. The Sunday Inquirer's circulation— 
an all-time peak of 677,135—takes your advertising message 
into 153,000 more homes than any other Philadelphia news- 


More For 


paper, Morning, Evening or Sunday. 


Greater Coverage at Less Cost. The Inquirer, with a combined 
daily and Sunday circulation of nearly a million, reaches three 
out of every four Philadelphia families. Its coverage of the 
Philadelphia market is not matched by any other Philadelphia 
newspaper.—lIts milline rate is the lowest in the city and one 


of the lowest in the country. 


Che Philadelphia Mnguirer 


“Pennsylvania’s Greatest Morning Newspaper” 


NEW YORE 


H. A. McCandless 
60 East 42nd Street 


CHICAGO 


Guy 8. Osborn. Scolaro & Meeker, Inc. 
360 MN. Michigan Ave. 


DETROIT 


Guy 8. Osborn. Scolaro & Meeker, Inc. 
General Motors Bldg. 


M. L. Tyler 
80 Boylston Street 


INDIRECT APPROACH 


Cotton—once a Cinderella 
becomes a Fashion Queen 


It's a far cfy from 
the day when cotton 
lived in the kitchen 
to this Paris evening 
dress of fluttery 
organdie, with its 
chico little ara muff, 
Such cottons deserve 
the Lux care you give 
your silks, rayona 
and woolens. 


A neat suit trick 

in cotton-tweed ny 
with a crisp cotton 
blouse, ruched 
high at the throat. 
To protect color 
and texture, Lux 
these new cotton 
fabrics. Cake-zoap 
rubbing, or soaps 
with hareful alkali 
too often fade 
colors and injure 
the weave. Lux has 
no harmful alkali- 
anything safe in 
water is safe in Lua! 


Smart new Cottons need LUX care 


Current newspaper advertisement 

for Lux flakes, in which the popu- 

larity of cotton is used to em- 
phasize the Lux story. 


by national advertisers has been the 
principal development of interest in 
the national non-network field,” N. A. 
B. reports. “Volume of this type of ad- 
vertising has increased 26.7 per cent 
as compared with the first half of last 
year. Transcription volume on the 
other hand, has fallen off by 2.4 per 
cent. Recorded programs, using regu- 
lar phonograph records, increased 
42.5 per cent, but constitute an un. 
important portion of national busi- 
ness. Announcement volume _in- 
creased 17.6 per cent. 

“In the local field, transcription 
volume rose 15.2 per cent, live talent 
business 18.4 per cent and announce- 
ments 25.2 per cent. Record volume 
dropped 30 per cent. 


An Important Trend 


“The result of these trends has 
been to materially change the rela 
tive importance of various forms of 
rendition in the national field. Trans- 
cription volume has declined from 
40 per cent of national business to 
34.6 per cent, while live talent busi- 
ness has increased from 39.7 per cent 
to 44.7 per cent. The structure of 
local advertising rendition has re- 
mained comparatively static.” 

In regard to broadcasting adver- 
tising sponsorship, N. A. B. has 
found that principal developments in 
the first half of 1935 have been “an 
increase in all forms of automotive 
advertising; a rise in national net- 
work, regional network and _ local 
clothing advertising; an increase in 
all forms of house-furnishings vol- 
ume and in national and regional 


network and national non-network 
soap and kitchen supply advertising; 
a most marked increase in national 
non-network and regional network 
tobacco advertising, and some gains 
in national and regional network con- 
fectionery advertising.” 

Foodstuffs advertisers, spending 
$8,354,547 for radio time, lead the 
N. A. B. classification of radio broad- 
cast advertising by type of sponsor- 
ing business, for the first half of 
1935. 

How Classifications Stand 


Next in order of importance, were: 
drugs and pharmaceuticals, $6,105,- 
061; toilet goods, $5,995,269; miscel- 
laneous, $4,527,478; automobile acces- 
sories, gas and oils, $3,202,260; auto- 
mobiles, $2,867,771; beverages, 
$2,324,359; tobacco products, $2,201,- 
984; soap and _ kitchen supplies, 
$2,093,968; household equipment and 
furnishings, $1,910,279; clothing and 
apparel, $1,758,460; confections, $1,- 
221,057; retail establishments, $907,- 


532; insurance and financial, $684,- 
831; radios, $623,721; amusements, 
$297,395. 


General retail advertising experi- 
enced an increase of 50.3 per cent as 
compared with the corresponding six 
months of the preceding year. De- 
partment store volume went up 41.7 
per cent. Automobile dealer adver- 
tising and that of clothing stores and 
similar shops and house-furnishing 
retailers showed the most important 
increases, 

Retail broadcast advertising over 
individual stations in the first half of 
1935 aggregated $5,334,333, as com- 
pared with $3,545,565 in the first half 
of 1934, the report says. 


Schenley Host to 5,000 
Metropolitan Dealers 


The Schenley Products Company 
on the evening of Aug. 20 will give 
a gala performance of the Schenley- 
WHN “original amateur program” 
at the St. Nicholas Palace, New 
York, for wholesale and retail deal- 
ers, hotel, restaurant, package store 
and tavern men in the New York 
metropolitan area who sell Schenley 
products. Five thousand are ex- 
pected to attend. 

Schenley has sponsored the WHN 
“original amateur program” since 
April 23, and its popularity has led 
to many thousands of requests for 
admission to the studio on the part 
of dealers. Because of the seating 
capacity at WHN, only a few of 
these requests could be honored. 
After the broadcast from St. Nicho- 
las Palace, three amateur boxing 
events are scheduled. 


Starts “Building Parade” 


The Gilbert-Powers Company, 16 E. 
43rd St., New York, has launched 
“Building Parade,” a semi-monthly 
publication furnishing news of build- 
ing construction and allied fields. 
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or to have been in Chicago and not to have sav- 
ored the very sheen of fine living at the largest 
.. THE GREAT STEVENS! 


The new beautiful swift automobiles! Do you 
like them? And the new prices? 

Here, too, at THE GREAT STEVENS modern 
operation has created multitudinous new finesses 


Living is “Streamlined” at THE STEVENS! 
And, from now on, new era prices prevail. Rooms 
with bath from $2.50. 
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“HE WANTS TO KNOW IF 
YOU’VE BEEN USING THE 
FEDERAL HOUSING ACT” 


What is he—a G-ManP 


No, he’s from some magazine. 


Tell him we’ve got all the magazines 
we want. 


He says he’s not selling them. He says 
you're one of their 2,000,000 subscribers 
and he wants to know if you are doing 


any remodeling this year. 
Doing any what? 
Remodeling. He says like adding a bath- 


room, or buying a new furnace. He says 
his magazine has been running swell 
articles on the Federal Housing Act and 


he wants to know if you've read them. 


Heavens, no! But tell him we read 
all those divine love stories. And their 
fashion articles, Myrtle!—tell him they’re 
adorable! 

. * * 


We've got nothing against people who 


haven’t houses, or just don’t care about 


home. (We’ve known lots of bachelor girls 
and single old ladies and kitchenette couples — 


all of them utterly charming. ) 


All we say is that as prospects for home prod- 
ucts like roofing and wallpaper and paint and 
curtains and bathtubs and carpets—well, these 
home-is-where-my-hat-is people just don’t 


make good sense. 
So we've avoided them. 


Avoided them by giving them othing to make 
them want to read The American Home. Not 
one sweetheart story. Not one juicy serial. 
Not one column of fashion tips. No sir, not a 
single line of anything except articles about 


homey things. 


Anybody who reads our magazine has got to 


be actively interested in home. 


But doesn’t that kind of editorial policy raise 
hob with circulation? Not so you'd notice it. 
Less than three years ago (October) we had 
262,000 readers. And this year our October 
guarantee is 650,000. Nearly three times as many 
readers within three years —without boy sales, 


premiums, club offers, short terms, arrears. 


See what that means? It means an active, grow- 
ing, responsive, waste/ess circulation — distilled 
down to the logical prospects of every home- 
g ry 
products advertiser in America. It means that 
you snow you’re reaching real people to whom 
home is a major interest — people who are 
y 
planning a home, improving a home, running 


a home. And nobody else. 


If your product is for the home or for use 
in the home, sell it in the magazine that talks 
sense to people who have homes, /ove their 
homes, spend money on their homes. 


AS OME 


America’s No. 1 medium for adver- 
tisers who sell anything for the home 
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Dwoskin to American 


H. Dwoskin, of the Dwoskin Art 
Studios, has become associated with 
the American Label Company, Chi- 
eago. He will have charge of the 
company’s art department in the de- 
signing of labels, packaging and ad- 
vertising specialties. 


Cutting Appointed 
C. E. Cutting, former Buffalo, N. 
Y., nmewspaperman, has been ap- 
pointed advertising director of the 
North Tonawanda, N. Y., Evening 
News. 


Marray to W. & H. 


David Murray has joined Wolcott 
& Holcomb, Inc., Boston, as _ vice- 
president and director. Mr. Murray 
has been president of the Craftex 
Company. 


Fall Schedule 
Arranged for 
D.M.A.A. Show 


New York, Aug. 15.—The premier 
showing of the 1935-36 traveling ex- 
hibit of the Direct Mail Advertising 
Association will be made at the asso- 
ciation’s 18th annual convention in 
the Civic Auditorium and the Muehle- 
bach Hotel, Kansas City, Mo., Oct. 
16-18. 

Will Take Sound Pictures 


The convention program itself will 
be built around the exhibit. Sound 
motion pictures of the displays and 
the talks concerning them will be 


taken for future showing in the cities 
which the new exhibit will visit. 

The D. M. A. A. has announced the 
following schedule for fall showings 
of the exhibit: Oct. 21-23, Hotel La 
Salle, Chicago; week of Oct. 28, 
either Cleveland or Cincinnati; week 
of Nov. 4, Hotel Statler, Detroit; 
week of Novy. 11, either Cleveland or 
Cincinnati; week of Nov. 18, Hotel 
Pennsylvania, New York; week of 
Dec. 2, Bellevue-Stratford Hotel, 
Philadelphia; week of Dec. 9, Hotel 
Statler, Boston. In all cities, the 
showings will run for three days. 
In all cases, committees are being 
organized. Other cities will be visited 
in the spring of 1936. 

Instead of restricting the new ex- 
hibit to direct mail advertising alone, 
the Association will present an edu- 


cational exposition of all forms of 
advertising. The “talking points” of 
all forms of advertising will be pre- 
sented in a non-comparative way, 
each being shown in tie-ups with di- 
rect mail. 


Rossiter Named by Sweets 


Ralph Rossiter, Inc., New York, 
has been appointed to direct adver- 
tising and merchandising of Sweets 
Company of America, maker of 
Tootsie Rolls, Tootsie Pops and 
other penny and five-cent candies. 


Wright Named by A. F. P. 


Associated Farm Papers have an- 
nounced the appointment of E. F. 
Wright as Eastern manager, succeed- 
ing Ned Costello, effective immedi- 
ately. Mr. Wright will have offices 
in New York. 


sanilios by 6:30 A. M. 


HOPPERS residing in the 
towns shown here respond 
quickly to buying opportunities 
advertised in the Times-Union 
because they receive their Times- 
Unions early enough to permit 
them to make shopping plans, 
come to Jacksonville and do their 
shopping all in one day. 


Times-Union deliveries are com- 
pleted to subscribers’ homes in 
these neighboring towns almost 
as early as in Jacksonville. Deliv- 
eries are complete i in Jacksonville 
by 6 A. M.; in these nearby com- 


Of course the bulk of Jackson- 
ville’s shopping patronage comes 
from residents of Jacksonville. 
And, of course, the bulk of the 
imes-Union’s circulation is in 
Jacksonville (nearly every liter- 
ate white Jacksonville home 
takes the Times-Union). But nev- 
ertheless this extra business from 
out-of-town is desirable. And the 
same Times-Union that brings 
buying response from citizens of 
penne A brings a quick re- 
wt ae or by mail from 

bout town area, too. 


New York 


Daily 


ONSE 
tnitua MREA 


IMES-UNION 


FERNANDINA 
i- HOUR 


SONVILLE 


ST.AUGUSTINE 
1}HOUR 


LARGEST CIRCULATION IN JACKSONVILLE 


FLORIDA'S LARGEST NEWSPAPER Scwaclay- 


Represented Nationally by REYNOLDS-FITZGERALD, Inc. 


Chicago 


Detroit San Francisco 


Los Angeles 


GARNER & GRANT, Atlanta, Georgia 


Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 794. Day and Night CBS Listen- 
ing Areas. 


This new volume, the third of the 
CBS “Listening Areas” books, pre- 
sents for the first time in radio sepa- 
rate maps of night-time listening and 
day-time listening, plotted individu- 
ally for each of the 97 CBS stations. 
Following the individual station 
maps are CBS composite listening 
area maps. Market data is based on 
the latest count of radio homes as 
of Jan. 1, 1935, said to be the most 
comprehensive survey of radio own- 
ership since the U. S. Department of 
Commerce census of 1930. 


No. 795. New Light on Color. 


Three sample pages have been in- 
cluded in a promotion piece for three 
new monographs published by Inter- 
national Printing Ink Corporation, 
entitled, “Color Chemistry,” “Color 
as Light,” and “Color in Use.” A 
summary of contents of each book is 
provided. 


No. 796. Hospitaltown and Its Buy- 
ing Habits. 


The 6,334 hospitals in the United 
States recognized and registered by 
the American Medical Association, 
have a total population of 1,660,196 
bed patients and attendants on any 
average day, Hospital Management 
points out in a new folder, contain- 
ing market and editorial data. Hos- 
pitals’ annual expenditures for a 
variety of products are classified. 


No. 797. Champion Papers. 


Three new portfolios, and two 
folders, one on Champion Satin Proof 
Enamel, the other on Champion 
Daily Mail bond, have been issued 
by Champion Coated Paper Company. 
Absorbingly interesting examples of 
commercial printing, employing a 
wide range of Champion papers, are 
shown. 


No. 780. “This Chair Reserved.” 


This is a unique personalized anal- 
ysis of farm income issued by Suc- 
cessful Farming. The cover shows 
two men in a lounge car, with a 
third chair vacant, reserved for any 
analyst who cares to listen. A num- 
ber of authorities are quoted as to 
the general improvement in farmers’ 
anances, while specific figures are 
given for each section of the country 
in another mailing piece which is 
also available. 


No. 778. “If You Want to Ride Herd 
on the Arizona Market—” 

Having “Arizona Al” tell the story, 
Station KTAR, of Phoenix, has is- 
sued this booklet describing the rise 
of the market represented by that 
city. Just to attract attention, the 
station has put a metal cover on its 
promotion piece. A companion has 
been issued in the form of a roto- 
gravure section showing some of the 
attractions of Phdéenix. 


No. 781. Discoveries and Inventions 
Through the Ages That Have Made 
Today’s Fine Printing Possible. 

A series of advertisements which 
have appeared during the past eigh- 
teen months in behalf of Kleerfect, a 
sheet manufactured by Kimberly- 
Clark Corporation, has been put be- 
tween hard covers for those interést- 
ed in good printing. All of the ad- 
vertisements are in color and the 
series constitutes an authentic his- 
tory of the development of the art 
of printing. 


No. 786. Writing in Lights. 

The broad field of advertising in 
electric lights, from the giant spec- 
tacular to dealer signs, is covered in 
this presentation by Federal Electric 
Company, Inc., and Claude Neon Fed- 
eral Company. Pictures and text tell 
an exciting story of the rise of this 
important industry. 
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On Septemser 8th, for the first time, full roto- 
gravure becomes available in New England’s 
great primary market of GLOBE readers. 


On that day, over 300,000 rotogravure 
sections of THE BOSTON SUNDAY GLOBE will 
enter New England homes—225,000 within 


Boston’s 30-mile area. 


The addition of this illustrated section of 
dramatic pictures completes the format 
of New England’s most popular family news- 
paper. It is the eighth section of a great home 
newspaper that already contains seven full 


sections devoted to: News; Editorial; Household; 


“WE TAKE PLEASURE 


Sports; Comics; Magazine; and Classified 
contents. Something for all the family. 


At lowest available rate for roto, advertise- 


ments may be printed either in sepia or color. 


In the Boston trading area, as a whole, the 
SUNDAY GLOBE leads all other Boston Sunday 
newspapers in 81 out of 149 cities and towns. 
It leads the other Boston Sunday newspaper 
with a rotogravure section in 131 of these 149 
cities and towns, and has 118.3% more circu- 
lation in this trading area. 


Here is an exciting opportunity for a fresh 
advertising approach to the Boston Market. 


Che Boston Sunday lobe 
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AGENCY SYSTEM 
ALLOWS CONTROL 
OF SALES PRICE 


Must Be Bona Fide, However, 
Haring Book Warns 


New York, Aug. 15.—Though be- 
lieving that distribution through 
bona fide agencies on the consign- 
ment plan is the most effective pol- 
icy of controlling prices, Albert Har- 
ing, assistant professor of econom- 
ics at Lehigh University, recalls 
somewhat wistfully the unfinished 
symphony ef the Cudahy Packing 
Company in his new book, “Retail 
Price Cutting and Its Control by 
Manufacturers.” The volume, re- 
viewing the history of efforts to 
maintain retail prices, has just been 
published by Ronald Press Company, 
New York. 

The consignment plan was upheld 
by the courts in the government’s 
suit against General Electric Com- 
pany, Professor Haring recalls. Gen- 
eral Electric created agencies, styled 
“A” and “B,” who paid no money 
for the merchandise, merely making 
monthly remittances to the company 
as they sold its lamps. 

In upholding the validity of this 
arrangement, the Supreme Court of 
the United States made these sig- 
nificant findings: 

“The circumstances that’ the 
agents were in their regular busi- 
ness wholesale or retail merchants, 
and under a prior arrangement had 
bought the lamps, and sold them as 
their owners, did not prevent a 
change in their relation to the com- 
pany. 

“We are of the opinion, therefore, 
that there is nothing as a matter of 
principle, or in the authorities, 
which require us to hold that gen- 
uine contracts of agency, however 
comprehensive as a mass or whole 
in their effect, are violations of the 
Anti-Trust Act.” 


Requires Special Circumstances 


Professor Haring, however, recog- 
nizes the fact that the consignment 
plan is available only to companies 
of unusual financial strength. It 
has other drawbacks. 

The Cudahy case, in which the 
packing company endeavored to 
maintain re-sale prices of Old Dutch 
cleanser, involved Frey & Son, a 
jobbing house, which had built up 
a considerable business in Old 
Dutch. 

“This distributor felt that certaiin 
economies had been accomplished 
by him and that a reduction in price 
to retailers was warranted,” Profes- 
sor Haring relates. 

“Prices were cut on Old Dutch 
cleanser. The Cudahy Packing 
Company then refused to sell Frey 
& Son at the regular discount, quot- 
ing a higher price for subsequent 
orders which made it impossible for 
Frey & Son to sell the commodity 
in competition with other jobbers 
and yet make a profit. As a result, 
Frey & Son brought suit upon the 
grounds that ‘unlawful discrimina- 
tion’ in price as between different 
jobbers took place and demanded 
damages.” 

The lower court decided that a 
conspiracy in restraint of trade had 
taken place. The circuit court ruled, 
however, that Cudahy was within its 
rights and the case went to the Su- 
preme Court, which held that the 
question as to whether or not a con- 
spiracy existed was one for a jury to 
decide, but that the lower court had 
charged the jury too strongly. 


Involved Legal Steps 


Due to the judicial technique by 
which the case reached the Supreme 
Court, the plaintiff had given up its 
right to call for a retrial. Conse 
quently, the question of whether the 
Cudahy policy amounted to discrim- 
ination and thus was contrary to 
law, has never been answered. 


Professor Haring’s summary of bs 
what a manufacturer can and can- os 


not do under the law as interpreted 
by courts is of extreme pra:tical 


| 
{value to advertisers. 


few extracts: 


“When title to goods has been re- 
linquished by their producer, he has 
no further legal interest in these 
goods and their fate.” 

“Information about price-cutting 
may not be solicited from dealers, 
either with respect to themselves 
or in regard to other dealers.” 

“The law allows the manufacturer 
to set whatever price he desires 
upon the product which he makes 
so long as he retains title to it. 
Any bona fide system of agency or 
consignment retains the title of the 
goods for the manufacturer.” 

“Agency and consignment systems 
have been consistently considered 
merely technical and artificial in re 
spect to price control when the 


Here are a 


manufacturer has received substan- 
tial payment before the dealer has 
sold the goods involved. However, 
the minimum requirements for such 
a system to be considered bona fide 
or real have not been designated 
by the courts.” 


Changes Broadcast Day 


of “Broadway Varieties” 
“Broadway Varieties,” the Amer- 
ican Home Products’ program heard 
Wednesday nights over the WABC- 


Columbia network, starring Guy 
Robertson, Elizabeth Lennox, and 
Victor Arden’s orchestra, will be 


broadcast each Tuesday, beginning 
Aug. 27. 

As before, the program will be 
broadcast from 8:30 to 9 p. m.,, 
EDST. 


pres 
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HEARST 
DAILY PAPERS 
Albany Times-Union 
Atlanta Evening Georgian 
Baltimore Evening News-Post 
Boston Evening American 
Chicago Evening American 
Chicago Herald and Examiner 


Los Angeles Herald & Express 


New York American 
New York Evening Journal 


Omaha Bee-News 
Pittsburgh Sun-Telegraph 


Seattle Post-Intelligencer 
Syracuse Evening Journal 


HEARST 
SUNDAY PAPERS 


Boston Advertiser 

Chicago Herald and Examiner 
Detroit Times 

Los Angeles Examiner 

New York American 


Pittsburgh Sun-Telegraph 
Rochester American 

San Antonio Light 

San Francisco Examiner 
Seattle Post-Intelligencer 
Washington Herald 


Detroit Evening Times - 
Los Angeles Examiner — 


Milwaukee Wisconsin News | 
Oakland Post-Enquirer © 


Rochester Evening Journal - 
San Antonio Evening Light _ 

San Francisco Examiner _ 
San Francisco Call-Bulletin — 


Washington Herald | 
Washington Times | 


Albany Times-Union | 
Atlanta American 
Baltimore American | 


Omaha Bee-News — 
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Code Authority 
Takes Steps to 
Close Business 


New York, Aug. 15.—Rapid prog: 
ress is being made toward winding 
up affairs of the Periodical Publish- 
ers Institute, code authority of the 
code of fair competition for the 
periodical publishing and printing 
industry, the Institute has an- 
nounced. 

Unlike many other code authori- 
ties, who have found themselves 
short of funds, the code authority 


operated at a minimum cost and not 


only found it unnecessary to levy 
any additional assessments at the 
end of the first year’s operation of 
the code, but on July 15 had an 
actual cash balance of $15,711. 

Preliminary to liquidating out- 
standing obligations of $2,500, the 
Institute recently sent “certificates of 
assent” to contributors to the code 
authority’s funds, for their signa- 
tures. The Institute is nearing 100 
per cent accord, it is stated. When 
this is achieved, each contributor 
will receive his share of the unex- 
pended balance. 


Grace Higgins Dies 


Grace Higgins, space buyer of The 
Alfred Rooney Company, Boston, 


died recently after a short illness. 
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FACA CONTINUES 
CHECK ON LABELS 


Washington, D. C., Aug. 15.—Ap- 
proximately 2,000 labels of alcoholic 
beverage containers are being ex- 
amined each week by the Federal 
Alcohol Control Administration, 41- 
though the FACA lacks the author: 
ity to order revisions. 

The examination of labels is being 
continued in order that there shall 
be no gap in FACA files and no lack 
of knowledge of labeling and adver 
tising trends when new legislation, 


now before Congress, shall be en- 
acted. 

When labels are considered un- 
doubtedly “misleading,” the FACA is 
turning its information over to the 
Federal Trade Commission for ac- 
tion, or in some instances to the 
Pure Food and Drug Administration. 
About 25 cases have thus been re- 
ferred. 

Misleading information on labels 
is generally found in connection 
with the age of the beverage, it is 
said. Another offense, one that ap- 
pears not to come under present 
law, is the imitation of foreign labels 
or brands. 

FACA officials point out that most 
beer, wine and liquor dealers are 
endeavoring to keep their labels 
within the rules of the FACA and, 


when in doubt, frequently appeal to 
the skeleton force still in office, but 
that there has been an increasing 
tendency to disregard the rules as 
to the alcoholic content of the bev- 
erage. 

Close approximation to well known 
brands found in many new labels 
is expected to bring prompt action 
when the proposed legislation is 
made law. 


Forms Kendall Company 


Frederick W. Kendall, Jr., has or- 
ganized the Frederick Kendall Com- 
pany, 1088 Niagara St., Buffalo, 
through which he adds a complete 
advertising agency service to the 
sales promotion service rendered by 
his Visual Demonstration System, 


Inc, 


Gas Firm to Advertise 
Special Billing Plan 

When the Public Service Corpora- 
tion of New Jersey places new gas 
rates into effect Oct. 1 to encourage 
sale of gas for house heating, it will 
introduce a new billing system, 
under which the customer will pay 
ten per cent of his fuel bill eack 
month for ten months. 

The billing plan, a “try it before 
you buy it” arrangement, and liberal 
financing will be featured in an ad- 
vertising campaign by the company, 
which will employ newspapers and 


direct mail. ry) : rW 
ons 4 
Miss Meanor Leaves 


Bleanor; Meanor has resigned as 
offité Manager of Fletcher & Ellis, 
Chicago. 


EWSPADPE 


39 VITAL SELLING» FORCES 
IN 18 GREAT MARKET AREAS 


...a Selling Power, dominant and 
productive, ready to span the con- 


tinent at an executive’s command. 


OFFERS INDUCEMENTS 


es cae cin eel elie caliente ealiaeadtiaaedine 
All children 12 years of age or under! ... 


MOVIES 
AND SWIMS 


For labels from cans of 


THIS milk! 


@Are your children begging to go 
to the movie and ae 
pools? Well—here's good news! For 

children 12 years of age or under, 
you can get free passes to movies 
and pools in exchange for labels 
from cans of Libby's Evaporated 


milk. 
Libby's is double-rich and of swch = Chicago. 
A pass to one of these theaters or 


fer labels from cans of Libby's 
Mith (15 tall or 30 email 


i ation. 
Cook with Libby's, aad use it 0 


lebets). 
‘TWEATERS 

ALAMO . 4 8 

BAXTER 1053 Bardstown RA 
096 EB Besadwey 
2129 Preston St 
ded ond Contra 
2862 Frambfert Ave. 


penseaattitiy 
Phiri 


Free tickets to movies and swim- 
ming pools are being offered 
Louisville children in exchange for 
labels from Libby's evaporated 
milk cans. The tickets are good 
only for youngsters under 12. 


K-M’s Cartons 


Save Time in 
Buying Process 


St. Louis, Mo., Aug. 15.—A “short- 
cut” merchandising plan has been 
incorporated in the design of eight 
new cartons for the Knapp-Monarch 
Company’s electric irons, heating 
pads and other products, and 11 new 
cartons for the Speed iron, Tourist 
iron, and other devices made by 
Kwikway Company, a subsidiary. 

The main purpose of the new 
package is to sell the idea of a mod- 
ernized line of electrical appliances 
and present the important sales 
points on the container in dramatic 
fashion, so that the customer can 
read them and be sold on the prod- 
uct without the aid of the clerk. 

On the back of the K-M cartons, 
sales points appear under the head- 
ing, “Do You Know,” while on the 
Kwikway cartons, this copy appears 
under the heading, “Reasons Why.” 
Orange, black and silver have been 
used for the K-M cartons to secure 
a family resemblance, while black, 
yellow and green are employed on 
the Kwikway cartons. K-M and 
Kwikway products in their new 
dress, will be on display in retail 
outlets of practically all types. 

The package redesign work was 
executed by D. D. Knight, Inc., art 
studio, St. Louis. 


J. Leslie Fox to Open 
Own Agency in Chicago 

J. Leslie Fox, commercial manager 
of WLS, Chicago, and pioneer radio 
executive, said to be the first in the 
radio field to merchandise radio pro- 
grams to dealers and assist adver- 
tisers at point-of-sale, will open his 
own advertising agency in Chicago 
Sept. 1. The new company, Radio 
Publicity, Inc., will be located in the 
LaSalle-Wacker Bldg. 

During 12 years in the radio sta- 
tion. field, Mr. Fox served as general 
manager of KFH, Wichita, vice-presi- 
dent of WMCA, New York, and com- 
mercial manager of WSM, Nashville, 
WGAR, Cleveland, and WLS. 


School Copy Rises 


School copy advertising schedules 
for 1935-36 have increased 16 per 
cent over the preceding year, a sur- 
vey by Frank Kiernan & Co., New 
York, indicates. This level is the 
highest since 1929. 
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Horton “Bank Plan” 


Brings Dealers Results 


A “savings bank” sales promotion 
plan for Horton washing machines 
and ironers, inaugurated this sum- 
mer by Horton Mfg. Company, Fort 
Wayne, Ind. will be continued 
through the fall and winter as a 
result of enthusiastic reception by 
customers and dealers. 

The bank plan was utilized to 
dramatize savings made with home 
laundering equipment and to over- 
come price resistance. Newspaper 
advertisements in cartoon style were 
supplied to dealers. Each stressed 
easy payment through saving a few 
cents every day. The bank carries 
the message, “Horton washers and 
ironers save money, clothes, time, 
work, health.” 


Names Four Committee 
Leaders for N. Y. Club 


President H. B. LeQuatte of the, 


Advertising Club of New York has 
named four committee chairmen for 
1935-36, in addition to those pre- 
viously appointed. 

They are: Frank R. Coates, of 
Henry L. Doherty & Co., reception 


committee; Lee J. Eastman, presi-, 
dent, Packard Motor Car Company: 


of New York, civic activities commit- 
tee; Gilbert T. Hodges, of the execu- 
tive board of the Sun, club presidents 
committee; G. Alan Chidsey, J. F. 
Tapley Company, library committee. 


U. §. GATHERS 
SALES REPORTS 
FROM RETAILERS 


Washington, D. C., Aug. 15.—More 
than 1,000 retail firms in Illinois, 
Indiana, and Wisconsin, have agreed 
to make monthly reports of dollar 
volume of their sales to the Bureau 
of Foreign and Domestic Commerce. 

The statistics furnished by these 
firms will be used in compilation of 
retail sales reports, which will now 
be a permanent feature of the Bu- 
reau’s service to business. Pre- 
liminary releases are to be issued 
before the end of the month fol- 
lowing that for which data are given. 

A retail sales report will be issued 
for individual states, and will show 
the percentage of change in dollar 
volume of retail sales. 

A separate breakdown will be 
made for each of the lines of busi- 
ness on which a sufficient number 
of firms report to insure that such 
segregation will not result in a dis- 
closure of the reported figures of 
individual businesses. Separate 
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This five-column advertisement in the “United States News’ 
several unusual features to commend it. 
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If you don't believe so, read 
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figures for important cities will be 
included in the state reports but 
will be subject to the same restric- 
tion. 

Statistics will show the number 
of firms reporting increases, de- 
creases, or no change in their sales 


Saginaw Daily News 
Kalamazoo Gazette 


Grand Rapids Press 


I. A. KLEIN, Inc., Eastern Representative 
50 East 42nd St., 


Ai ro 


¢ *% 


This group of newspapers with their complete home coverage of the best 
of Michigan's markets (outside of Detroit) offer an exceptional yardstick 
for advertising results. 

Dealers know that it pays to cooperate because advertising in these 
Booth Newspapers can be depended upon to develop a consumer accept- 
ance and demand that quickly reflects profits. 

You give your advertising copy an opportunity to really prove its value 
when you place it in the Booth Newspapers. 

Factories in Michigan have been working for months— folks here have 
money to spend—and they are spending it! 


Jackson Citizen Patriot 
Bay City Daily Times 


New York 


Booth Newspapers 
Offer Unusual 
Opportunities for 
Test Campaigns 


—Consumer Acceptance 
—Dealer Cooperation 
— Low Cost 

—Complete Coverage 


Flint Daily Journal . 


J. E. LUTZ, 
180 N. Michigan Ave., Chicago 


BOOTH NEWSPAPERS, INc. 


Muskegon Chronicle 
Ann Arbor Daily News 


Western Representative 


volumes between two successive 
months of the same year and be- 
tween two corresponding months of 
this year and the previous year. 

It is held that the release of these 
figures before the end of the month 
following that for which they are 
given will permit the business man 
to utilize them for immediate 
planning and to check his individual 
business volume against sales vol- 
ume in general. 

At present, firms are being asked 
only to agree to make the monthly 
report. Plans are now under way 
to collect data for August and to 
mail the first preliminary release to 
cooperating firms late in September. 


GMC Widens Service 


In order to be available to give 
market consulting and research serv- 
ice to other publishers in the fields 
covered by Better Homes and Gar- 
dens, and Successful Farming, Gen- 
eral Marketing Counselors, Inc., has 
announced it will no longer furnish 
exclusive service to the Meredith 
Publishing Company. That company 
will continue as a GMC client, with 
J. T. Miller and John R. Stockton 
as account executives. 


Paramount News 


Warns Against 
Dinitrophenol 


New York, Aug. 15.—''‘he current 
issue of Paramount News is of par- 
ticular interest to advertising men 
and publishers, one of its leading 
features being an exposition of the 
ills following use of dinitrophenol 
for reducing, and another showing 
how the New York Journal is scoop- 
ing competitors by using carrier 
pigeons to get films to headquarters. 

All Journal photographers now go 
about their chores with pigeons con- 
cealed on their persons, according to 
Paramount News. Their cars are 
equipped with short-wave radio, so 
that they are directed to the scene 
of any news just as police are. Once 
there, they shoot the picture, attach 
the roll of film to the pigeon’s leg 
and let nature take its course. 

Paramount News presented some 
of the Pacific Coast casualties who 
used dinitrophenol for burning up 
surplus flesh. One of these women 
explained that she had already un- 
dergone a preliminary operation for 
removal of cataracts from her eyes, 
and that a second and more serious 
one was to come. 

Some of the advertisements which 
played a part in the tragic sequence 
were displayed, while an official of 
the Food and Drugs Administration 
was introduced, calling on the public 
to insist that Congress pass legisla- 
tion to end such advertising. A bill 
giving the administration the neces- 
sary authority has already passed 
the Senate, he explained, and is now 
before the House. A physician, who 
explained the deadly effect of the 
drug, also was pictured by Para- 
mount News. 


Form Wilson & Dalton 


The name of the radio representa- 
tive firm of Howard W. Wilson & 
Associates, Chicago and Kansas 
City, has been changed to Wilson & 
Dalton. P. W. Dalton, formerly of 
the sales division of The Pepsodent 
Company, has joined the firm. 


Sportsmen 


For Sale 


577,503 of them; all of them ardent outdoor hobbyists— 
men of the free-spending middle class—family men with 
better-than-average incomes that permit them to indulge in 
expensive outdoor sports. 


And all of them cover-to-cover readers of their favorite 
hobby magazine—National Sportsman or Hunting & Fishing. 
The price is only $2.81 per page per thousand. 


NATIONAL SPORTSMAN 


577,503 $1620 
men readers 
(ABC) a page 


HUNTING & FISHING 


Boston New York Philadelphia 


Chicago 
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No. 12 of a Series 


RUSSELL T. GRAY says: 


teaders! 


Russell T. Gray, head of the Chi- 
cago industrial advertising agency 
which bears his name, stands 
among the leading agencies spe- 
cializing in this field. Consequently 
his study and use of business pa- 
pers have been primary. His ex- 
tensive employment of the pages of 
the industrial and trade press over 
a long period has enabled him to 
evaluate it accurately. His com- 
ments are therefore not only inter- 
esting, but unusually authoritative. 


This advertisement and those that follow it are sponsored by these 
business papers: 


Advertising Age (ABC-ABP) 
100 E. Ohio St., Chicago 


American Restaurant (ABC) 
5 S. Wabash Ave., Chicago 


Automobile Digest (ABC) 
22 E. Twelfth St., Cincinnati 
Bakers’ Helper (ABC-ABP) 
332 S. Wells St., Chicago 


Bakers’ Weekly (ABC-ABP) 
45 W. 45th St., New York 


Boot & Shoe Recorder (ABC-ABP) 
239 W. 39th St., New York 


Domestic Engineering (ABC-ABP) 
1900 Prairie Ave., Chicago 


Farm Implement News (ABC) 
431 S. Dearborn St., Chicago 


Hospital Management (ABC-ABP) 
612 N. Michigan Ave., Chicago 


Jewelers’ Circular-Keystone (ABC-ABP) 
239 W. 39th St., New York 


Milk Plant Monthly (ABC) 
327 S. La Salle St., Chicago 


National Provisioner (ABC-ABP) 
407 S. Dearborn St., Chicago 


Paper Industry, The (ABC-ABP) 
333 N. Michigan Ave., Chicago 


Paper Mill & Wood Pulp News 
(ABC-ABP) 
1440 Broadway, New York 


Steel (ABC-ABP) 
Penton Bldg., Cleveland 


Welding Engineer (ABC-ABP) 
608 S. Dearborn St., Chicago 


For just about twenty years I have 
been working with the business papers— 
first as an advertiser and then as an 
agency man. In that time I have placed 
forty thousand pages of advertising in 
the business papers in this country and 
in foreign countries. And I have seen the 
business papers outgrow their old 
inferiority complex and begin to realize 
their own importance. © Editorial 
progress has been steady year after year. 
Publications in many business fields are 
leading the way for their readers—not 
only in a technical sense but in a much 
broader business, marketing and finan- 


cial sense. Business editors are business 


leaders. © And, as the editorial leader- 


ship developed, the business papers 
improved their appearance. Better 
paper, more illustrations, better print- 
ing—all to support the improved 
editorial content. Believing that a good 
product deserves a good package, the 
publishers have improved the appear- 
ance of their packages. A few exceptions 
have died more or less gracefully in the 
As editorial and 


appearance value have increased, 


last few years. 


advertising value has also increased. 
Business papers have proved to me the 
value of their pages in hundreds of 
different cases, ranging from pins and 
thread to steamships and locomotives. 

The business paper gets the directed 
attention of the reader when he is 
interested in business subjects. He is in 
a receptive mood—looking for improve- 
ment. His sales resistance is at its lowest 
ebb. It seems to me that’s the time to tell 
him about any product that can help 


him in his business. 
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Chrysler Takes Over 
Airtemp as Subsidiary 


Airtemp, Inc., formed a year ago 
to market the new type of air con- 
ditioning apparatus made by Amplex 
Mfg. Company, a division of Chrysler 
Corporation, will become a wholly 
owned subsidiary of the corporation. 
As heretofore, sales will be conducted 
through distributors already estab- 
lished in about 25 principal cities. 

H. C. Jamerson, formerly sales 
manager of Airtemp, Inc., will be 
general manager of United Air Con- 
ditioning Sales Corporation, which 
under the new arrangement will be- 
come a factory branch. New officers 
of the air conditioning division of 
Chrysler Corporation will be: Presi- 
dent, B. T. Moyer; vice-president and 
general manager, E. S. Chapman; 
vice-president in charge of engineer- 
ing, A. C. Staley; general sales man- 
ager, I. C. Baker. 


Meigs Still Western Head 


of “American Weekly” 


An item in the July 8 issue of 
ADVERTISING AGE, announcing the 
transfer of Frank C. Brown from the 
Detroit to the Chicago office of The 
American Weekly, incorrectly stated 
that Mr. Brown had been made west- 
ern manager. 

Mr. Brown is assistant western 
manager, and James B. Meigs con- 
tinues as western manager, with 
headquarters in Chicago. 


Advertising 
Deleted from. | 
Radio Listing 


Madison, Wis., Aug. 15.—Publish- 
ers of small-town newspapers are 
using the blue pencil more vigor- 
ously than ever before on listings of | 
radio programs, a survey by In- 
land Daily Press Association indi- 
cates. Of the 268 members queried, 
137, or 51.12 per cent replied. John 
Meyer, secretary, explained that 
metropolitan members were pur- 
posely omitted. 


About 35 per cent of the publishers 
use names of orchestras in listings, 
64 per cent deleting this information. 
A slightly larger number, 37 per 
cent, publish the names of celebri- 
ties appearing on programs, this 
data being expunged by 62 per cent. 

The survey revealed the interest- 
ing information that publishers of 
morning papers are enjoying a quiet 
laugh at the expense of their eve- 
ning contemporaries over the broad- 
casting of news. The morning pub- 
lishers feel that few, if any of their 
readers, will sit up all night to get 
news flashes via radio, but will be 


content to learn what has happened 
by reading their morning papers. 


While 61 per cent of the evening 
publishers replying manifested per- 
turbation at the trend toward more 
“newscasting,” only 33 per cent of 
the morning dailies said they be- 
ieved an extension of this feature 


|might affect circulations. 


A large number of those replying 
to the questionnaire, 87 per cent, 
professed to find public resentment 


jover sandwiching of news and ad- 


vertisements in radio, similar to the 
advertisements in movies. 


Plans Printing Exhibit 


The American Institute of Graphic 
Arts, 125 E. 46th St., New York, will 
hold its 12th annual Exhibition of 
printing for commerce in New York 
in November. A call for specimens 
will be mailed early in September 
to printers, advertising agencies, pa- 
per houses, and other firms in the 
United States and Canada. An 
entry folder will be mailed on re- 
quest. 


Buys McClaren Company 


Dayton Rubber Mfg. Company, 
Dayton, O., has acquired the Me- 
Claren Rubber Company, Charlotte, 
N. C., and will transfer production 
of McClaren tires and tubes to Day- 
ton in September. Irvin Eisbrouch, 
McClaren president, and other Mce- 
Laren officials will move to Dayton 
and will be associated with the Day- 


|ton Company. 


NEEDLECRAFT 


Ten Cents 


August 1935 


The Home Arts 


MAGAZINE 


- - - Becomes 


HOME ARIS 


A change of name has long been indicated. For the magazine has 


exceeded for many years its original editorial scope. It is and long 


has been devoted to all the Home Arts. 


We do not abandon entirely the old title, “Needlecraft,” 


for, 


under its new name, HOME ARTS— Needlecraft, the magazine 


will continue to print the largest volume of editorial matter de- 


voted to home sewing in any woman’s magazine. 


Needlework is still and always will be the keynote in making a 


house a home. It is fundamental in interior decoration, table set- 


ting, entertainment, personal appearance, and care of children. It 


is the foundation of shelter, warmth, eating, sleeping. And, furnish- 


ing as it does an outlet for self-expression, it provides an editorial 


point of departure for unique treatment of home-making problems. 


It is our belief that under its new title, HOME ARTS will in- 


crease its present healthy growth in circulation and advertising 


lineage. 


Needlecraft Publishing Company 


AUGUSTA, MAINE 
NEW YORK . CHICAGO . BOSTON . SAN FRANCISCO . LOS ANGELES 


WHALE ON JOB 
FOR SOAPINE 
FOR 57 YEARS 


Aug. 15.—That 
that has been 
readers of ADVER- 
TISING AGE to remember “way back 
when” has been working for Soapine 
for almost 60 years, A. E. Sebbens, 
treasurer and general manager of 
Kendall Mfg. Company, disclosed 
today, when an eager reporter sought 
the “low-down” on the famous trade 
mark. 

The mark suddenly became the 
topic for animated conversation in 
advertising circles a month ago when 
Copy Cub, conductor of the “Rough 
Proofs” column in ADVERTISING AGE, 
absent-mindedly credited the whale 
to Sapolio. 

“The whole thing goes back about 
108 years ago,” Mr. Sebbens said, 
“when Henry L. Kendall, in 1827, 
started the company, which showed 
promising growth, being incorpo- 
rated as the Kendall Mfg. Company 
in 1860. In its desire to market 
something original and something 
that was needed for efficient wash- 
ing purposes, the firm experimented 
with a soap powder. 

“In 1878, the firm marketed the 
new product, then the first soap pow- 
der on the American market, calling 
it Soapine. With the announcement 
of the new product, the big black 
whale also made its debut. Kendal) 
Mfg. Company registered the entire 
label, including the whale and the 
name, Soapine. 


Providence, R. IL., 
“big black whale” 
causing so many 


It’s a Mystery 


“Later the name Soapine was reg- 
istered so that it could be used with- 
out the whale if desired. However, 
this has never been done, the whale 
having made its appearance on 
every Soapine package since 1878.” 

The black whale, as displayed on 
the package, is now used practically 
by itself, with a small showing of 
water and a sailor boy. The orig- 
inal trade mark depicted a whaling 
vessel, the rising sun, and fishermen 
in a small boat approaching the 
whale. 

“The true story as to why the 
whale was adopted by the firm,” Mr. 
Sebbens continued, “is almost en- 
tirely a mystery, since the men con- 
nected with the original firm have 
all passed on, and I, for one, have 
never been told just how this came 
about. It apparently was the idea 
of one of the firm at that time, pos- 
sibly used without any special pur- 
pose. There is a possibility that the 
idea may have been conceived since 
the whaling industry used large 
quantities of Soapine. At any rate, 
the real reason for its use is not 
known.” 

Following its appearance in 1878, 
Soapine was for many years the only 
soap powder on the market. Con- 
stant improvement in the package of 
the product has been made, and since 
1928 the package has been changed 
several times. During this period, 
improvement in the product itself 
has also been made. Soapine is now 
a granulated soap, not a soap pow- 
der, although it is known as a pow- 
der. 


T. K. Hedrick Dies 


T. K. Hedrick, former well-known 
Chicago newspaper man, died Aug. 
10 of a heart attack at his home in 
Chicago. Funeral services were held 
Aug. 12. Mr. Hedrick had been with 
the Chicago Daily News, where he 
edited the “Hit or Miss” column for 
a time. He retired five years ago. 
He also had been promotion manager 
for the Nevws. 


Journalism School Expands 


Construction will begin in the 
near future on a $150,000 building 
to supplement Jay H. Neff Hall, 
present home of the School of Jour- 
nalism, University of Missouri, at 
Columbia. With the new unit, the 
school will have the largest single 
plant exclusively used for education 
in journalism of any university or 
college. 


Texas Appoints 
Agency on Fete; 
Allocates Funds 


Dallas, Tex., Aug. 14.—Tracy- 
Locke-Dawson, Inc., has been ap- 
pointed to handle the advertising 
program of the Texas Centennial 
State Commission of Control, by the 
Commission's advertising advisory 
board, composed of Roy Miller, 
Houston, chairman; John Hulen, 
Fort Worth, and Arthur L. Kramer, 
Dallas. 

The $500,000 advertising allocation 
from the $3,000,000 appropriation 
provided by the Texas legislature, 
was allocated last Thursday as fol- 
lows: radio advertising, $40,000; 
paid space in Texas newspapers 
and other mediums within the state, 
$50,000; paid space in publications 


outside Texas, $160,000; printed lit- 
erature, booklets, folders, travel 
posters and outdoor advertising, 


$65,000; publicity and staff person- 
nel, $50,000; reserve for future allo- 
cation, $135,000. 

Dallas headquarters for the adver- 
tising committee will be opened im- 
mediately, and a manager at $4,000 
salary will be in charge. 

The 1936 Texas Centennial cele- 
bration will be staged in Dallas as 
the central exposition city, and in 
other historic parts of the state. 

The $500,000 advertising fund is in 
addition to a $200,000 fund to be 
spent by the Dallas Exposition cor- 
poration, of which Frank N. Wat- 
son is promotional director. Frank 
J. Purcell, formerly connected with 
the Chicago Century of Progress and 
the San Diego Exposition, is pub- 
licity manager. The staff includes 
Clvde M. Vandeberg. on periodicals; 
Phil Fox on newspapers; and A. W. 
Von Struve, copywriter. 


Spratt’s to Sponsor 
Terhune in Air Series 


Spratt’s Patent, Limited, will spon- 
sor original dramatizations of ani- 
mal stories from the works of Albert 
Payson Terhune, well-known short 
story writer who will also act as 
narrator, in a 26-week series to be 
heard over WOR, Newark, N. J., the 
Mutual Broadcasting System, and 
WNAC, Boston. The program will 
be heard on Sundays from 5:30 to 
5:45 p. m. starting Sept. 29. 

Due to previous commercial com- 
mitments a_re-broadcast of the 
presentation will be brought to the 
audience of WLW, Cincinnati, from 
3:45 to 4 p. m. 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION[DOLLAR'MARKET 


through its coverage of wholesalers and retail- 

ers who sell seed and other horticultural and 
agricultural items to 41,000,000 farmer and 
suburbanite customers. 

We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Fri day 
325 W. Huron St. Chicago, Ill. 


is a talkie slide film 
made by expert showmen 


Seared to your selling objective 
Phone |p OLT? > Da 
Lincoln 5 5 PAR 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicago 


An Asset to the Graphic Arts 
y Used 


3Grades- ~ Light - -Mediutn and 
Heavy-$2% Per Gal. Post Paid 
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SETS NATION'S 
INCOME AT 49 
BILLION IN °34 


Retail Sales of 30 Billion 
Predicted by NRDGA 


Washington, D. C., Aug. 15.—The 
government has estimated the 1934 
income of the nation at $49,440,000,- 
000. This figure represents an in- 
crease of a billion dollars over 1933, 
is the highest national income since 
the $61,433,000,000 figure for 1931, 
and compares with the 1929 peak of 
$78,576,000,000, according to Depart- 
ment of Commerce estimates. 

Simultaneous with this report 
from the Department of Commerce 
comes an estimate from the National 
Retail Dry Goods Association that 
1935 retail sales will probably top 
$30,000,000,000, a new depression 
peak. The estimate was founded on 
an increase of ten per cent over 
1934. 

Total retail sales in 1929 were 
$49,000,000,000, then dropped to a 
low of $25,000,000,000 in 1933. The 
1934 total has been estimated at 
$28,000,000,000. 

Labor received a larger share of 
the national income in 1934, even if 
work relief payments are excluded, 
than in any of the six years covered 
by the report, 1929-34, the Depart- 
ment of Commerce asserts. 

Work relief wages were listed at 
$1,394,000,000 in the report, the fig- 
ure including Civilian Conservation 
Corps, Civil Works Administration, 
emergency relief projects and ad- 
ministrative pay rolls. The sum of 
$302,000,000 paid out by the Public 
Works Administration was grouped 
under the construction industry. 

Labor’s income during 1934 was 
estimated at $33,109,000,000, its high- 
est income since $39,444,000,000 in 


DEALERS UNITE 


Notraducing the (iret of a series of messages to the peogle of 
Peoria and vicinity giving the true lacts regarding home heating 


For real economy and 
winter comfort there is 


for COAL HEAT 


+ cole romana, vritorm heat @ Ihe 


Automatic Coal Heat 


Ask any of these 
dealers about auto 
matic coal heat . . 
they'll be glad to 
explain in detail... 
no obligation, of 
course. 


The ers tee 


LS 


morn Bates 
ery 


Coal stoker dealers in Peoria, Ill., 

united in the recent publication of 

this advertisement, extolling the 
merits of automatic coal heat. 


1931. In 1929 labor is reported to 
have earned $51,088,000,000. 

“While income paid out declined 
43 per cent from 1929 to 1933, the 
bureau of labor statistics indexes of 
the cost of living and of wholesale 
prices decreased 23 per cent and 31 
per cent respectively,’ the report 
states. “The net decline from 1929 
to 1934 in inconie paid out was 37 
per cent as compared with a de- 
crease of 20 per cent in the cost of 
living and 21 per cent in the level 
of wholesale prices. 

“The 1933 to 1934 changes tended 
to reduce the disparity of the trends 
for the earlier period. Relative to 
1929, labor income declined 43 per 
cent by 1933 and increased 14 per 
cent from 1933 to 1934 while prop- 
erty income fell off 40 per cent by 


@ Only keen reader interest can complete the 


connection between a magazine’s advertisers and 


its circulation. How well Mill & Factory editors 


have done their job is attested by the fact that this 


publication has just set all time records for both 


number of readers and volume of advertising. 


Advertising Offices: 
NEW YORK 
205 E. 42nd St. 

’ 
CHICAGO 
333 N.MichiganAve. 
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1933 and increased only two per cent 
in 1934. 

“Exclusive of work relief pay- 
ments, labor income increased 11 
per cent from 1933 to 1934.” 

Dividends dropped 61 per cent 
from 1929 to 1934, “considerably 
greater than the drop in wages 
over the same period,” it is stated. 

Income paid out by each major 
industrial group increased in 1934, 
with the exception of electric light 
and power. 

Farm Income Up 


“Income paid out in 1934 to the 
agriculture industry increased ten 
per cent,” the report points out, 
“but there is evidence of a much 
larger increase in the total income 
produced than in the income paid 
out in this industry in 1934. There 
is evidence also to indicate that 
large business losses shown in 1932 
for the agriculture industry have 
been eliminated and that business 
savings occurred in 1934.” 

The report placed agriculture’s 
1934 income in dollars at $3,299,- 
000,000 against $2,993,000,000 in 1933 
and $6,157,000,000 in 1929. 

The National Retail Dry Goods 
Association estimates that retail 
sales this fall would be 10 to 15 per 
cent higher than sales in the fall of 
1934, and predicts that retailers will 
experience the best fall since 1931. 


70 Million Is “ 
Spent Yearly 
For Film Ads 


Los Angeles, Cal., Aug. 15.—The 
motion picture industry spends $70,- 
000,000 annually to advertise and 
exploit screen entertainment, the 
Association of Motion Picture Pro- 
ducers has reported. 

The association, which is the Cali- 
fornia production affiliate of Motion 
Picture Producers and Distributors 
of America, Inc., has just completed 
the first comprehensive official and 
statistical survey of the whole in- 
dustry in some five years. 

The advertising expenditure is 
divided as follows, according to the 
survey: newspapers, magazines, etc., 
$55,000,000; billboards, $7,500,000; 
accessories, $5,000,000; and miscel- 
laneous, $2,500,000. Fifteen thousand 
motion picture advertisements are 
placed daily. 

Seventy-five per cent of the world’s 
films are supplied by the United 
States, the report states. The esti- 
mated daily attendance at theatres 
in the United States is 6,400,000. 
The average weekly attendance for 
1934, in this country, was 70,000,000. 


The approximate world attendance 
weekly, is 200,000,000. 

A total of 276 different industries, 
arts and crafts are involved in mak- 
ing a single motion picture, it is 
pointed out. 


Chow Mein Ingeediante 


Packaged in Single Unit 


Han Foo Chicken Chow Mein, a 
new product of the Shefford Cheese 
Company, Syracuse, N. Y., has been 
smartly packaged in a light yellow 
box with red and black design. The 
complete unit, consisting’ of Han 
Foo Chicken Chow Mein, Han Foo 
Chinese noodles, and a bottle of 
soy sauce, is wrapped in Cellophane. 

Shefford is also presenting Old 
English mustard and Balanced Fla- 
vor salad dressing in twin eight- 
ounce decorated beverage glasses, 
with new labels. John B. Flack Ad- 
vertising Agency, Syracuse, handles 
the company’s advertising. 


Join Hillman-Shane 


Paul Lamport has joined Hillman- 
Shane Advertising Agency, Inc., 
Los Angeles, as account executive, 
and E. J. Schiffer has been made 
production manager of the agency. 
Mr. Lamport was recently with The 
T. V. Allen Company as national 
sales manager of one of the com- 
pany’s divisions. Mr. Schiffer was 
formerly with Charles Daniel Frey 
Company. 


eases a 


The inland seas that surround Michigan 


bear witness to 


the feverish activity of 


Detroit’s great industry. This picture shows 
a group of trucks en route to dealers and 
owners via the waterways. 


Automobile production the 
months of 1935 reached 2,301,640, 


six 
the 


first 


highest total since 1930. As a result, De- 
troit is thriving. People are building, buy- 
ing, spending. As far as Detroit is con- 
cerned, there is no longer doubt which way 
the business curve is headed. Sailing along 
the Michigan sea is smooth once more for 


advertisers. 


Advertisers employing The News, par- 
ticularly, are reaping the advantage of 
having their products presented to Detroit’s 
financially able homes—the first to feel the 
impulses of better times. 

Detroit News circulation is so distributed 
that the better the district the better The 


News covers it. 


Detroit News advertisers 


are assured that their messages will reach 


the right homes 
Detroit. 
for Detroit? 


a 


and the most homes in 


How about YOUR Fall schedule 


The Detroit News 


New York 
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THE HOME NEWSPAPER 
I. A. KLEIN, Inc., 50 E, 42nd St. 


SRCRENS 


Chicago 
J. E. LUTZ, 180 No, Michigan Ave. 
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‘ENGINEER’ PUTS 
TYDOL CAMPAIGN 
ON RIGHT TRACK 


Trade Character Grows Up; 
Features New Series 


New York, Aug. 16.—The “Engi- 
neer in Every Gallon,” squired by 
O. Soglow as a small patch on photo- 
graphic illustrations in Tydol gaso- 
line advertisements a few months 
ago, has become eminent to the 
point of having his own campaign, 
and thus, apparently, has won a 
jolly place as a humorous character 
on the national advertising horizon. 

The current series of the Tide 
Water Oil Company puts him in va- 
rious appealing situations in 198-line 
advertisements in several hundred 
newspapers throughout the Eastern 
territories served by Tydol gaso- 
line. Three insertions appear each 
week and in many cases use of two 
or more papers in a city keeps him 


before a large and appreciative 
audience daily. 

When he first appeared, The En- 
gineer was on trial. He was a small 
white figure perched at the nozzle 
of the gasoline dealer’s pump as he 
filled motorists’ tanks, or in some 
other place. His demeanor was 
always serious, since he obviously 
appreciated the importance of his 
service to automobile owners. 

His adoption was a matter of 
bringing an abstract “X”, which 
represented one of Tydol’s principal 
appeals, into a more popular, flesh 
and blood role. In overalls and 
with his long spouted oil can, he has 
made a hit with both male and 
female buyers of gasoline. What 
he represents is the combination of 
top-cylinder oil and gasoline. In 
Triple X campaigns, this idea was 
expressed in the words, “it lubri- 
cates as it drives.” 


Test His Worth 


After four insertions of the gen- 
eral advertisements in which the 
small figure first appeared, a trade 
and consumer investigation of its 
merit was made. The idea had won 
instant approval of dealers, and 
consumers, declaring this to be a 
cute device, gave further encourage- 
ment for its continued use. The 


result was that the Engineer was 


SOGLOW "ENGINEER" GIVEN STELLAR ROLE 


NO EXTRA COST 


“Don't pay extra for top-cylinder oil 


says...7Hé EnciweeR in Every CALLON 


+» FOR GREATER ECONOMY 


BUY TYDOL GASOLINE 


CONTAINS TOP-CYLINDER O/L 


promoted. He became the dominant 
feature of the series now running. 

In the investigation, inquiries were 
made also on the effectiveness of 
another device which immediately 
preceded the Engineer. This was a 
likeness of “Uncle Sam’ accompa- 
nied by a statement to the effect that 


the blue-coated, striped-trousered 
gentleman thinks so highly of Tydol 
that he taxes it twice, once for the 
gasoline ingredient and again for 
the lubricant. The Engineer won. 
Credit to the artist could not be 
given without awkwardness in the 
original series. In the new series, 


The finest printer cannot do a good job with a poor electrotype. 
And nothing is saved by sacrificing quality—for a Rapid-made 


electrotype costs no more. 


Because of three things . . . better 


electrotypes, more economical production methods, faster, more 
dependable delivery . . . Rapid has built the world’s biggest electro- 


typing business. 


owned plants in New York and California. 
wide service from Cincinnati. 


Local service in East and Far West from Rapid- 
Unequalled nation- 


LARGEST PLATE MAKERS 
IN THE WORLD 


CINCINNATI BRANCH OFFICES: NEW YORK, CHICAGO, SAN FRANCISCO, OAKLAND 
THE ATLANTIC ELECTROTYPE AND STEREOTYPE CO., 228E. 45thSt., New York 


HOFFSCHNEIDER BROS., 500 Howard St., San Francisco 
324 th St., Oakland 


= 


xg 


; 
gns the illustrations, which 


Soglow 
occupy t reaterypart of the space. 
Copy is a b The Engineer 


is presented 38 —, mover, on 
the stump, ge. g station and 
elsewhere. at i probably one of 
the best advertigemMents in the series 
shows him onthe stump addressing 
a multitude with the assurance, “I'll 
give your motor better working con- 
ditions.” Elsewhere he voices a 
campaign slogan, “I'll pep up your 
pick up,” and in another piece of 
copy he announces that “You’ll de- 
tect the difference,” his costume 
being modified here with a reading 
glass and Sherlock Holmes’ two- 
peaked cap. 

Lennen & Mitchell, 
agency in charge. 


Two Chicks Now 
Work Where One 
Performed Alone 


Inc., is the 


New York, Aug. 16.—Assurances 
were given this week, on the appear- 
ance of the Bon Ami chick as twins, 
that the magic of maternity will not 
multiply the famous trademark into 
the much used advertising theme of 
the past year, quintuplets. 

A year and a half ago, more or 
less, the company gave life to the 
downy object which had been fea- 
tured for many years with the cou- 
plet, “like a chick that’s newly 
hatched, Bon Ami has never 
scratched.” The young hope of poul-- 
trydom became animated and in ad- 
vertising copy took the polishing 
cloth in claw and wrought many 
amusing marvels. 

In current advertising, an art twist 
has pepped up this animation still 
more. Two chicks appear as a sym- 
bol of two of Bon Ami’s combined 
features, polishing as it cleans. This 
week, the pair, perched on the side 
of a bathtub, declared, ‘‘You’d think 
there were two of me... because I 
polish as I clean.” 

The increase in Bon Ami’s brood 
will be featured in but a few pieces 
of copy in the current campaign to 
get the thought of simultaneous, ef- 
fortless cleaning-polishing across to 
housewives. The rest of the time, the 
original chick will carry on as a sin- 
gleton. McCann-Erickson, Inc., is the 
agency. 


Massachusetts Senate 
Kills Outdoor Ad Bill 


Governor Curley’s bill to place all 
outdoor advertising in Massachusetts 
under control of a state director was 
killed by the state senate, after he 
had sent a special message to the 
legislature urging its rejection. Be- 
fore the governor’s message was re- 
ceived, the senate had voted to re- 
consider its previous action in re- 
jecting the bill. 

In his message the governor de- 
clared that existing laws give the 
state division of highways authority 
to make rules governing outdoor 
posters. He stated his belief that 
“this should be done, and that the 
new rules and regulations should 
embody the essential features of the 
proposed bill.” 


Ingersoll Made General 


Manager of Time, Inc. 


Ralph McA. Ingersoll, since 1931 
managing editor of Fortune, has been 
appointed general manager of Time, 
Inc., New York, and all subsidiaries. 

Mr. Ingersoll joined the staff of 
The New Yorker a few months after 
its inception in 1924, subsequently 
becoming managing editor. In 1930, 
he became associated with Time, 
Inc., as assistant managing editor of 
Fortune. 


Burke Continues as Head 
of New Goodyear Factory 


Following acquisition of control of 
the Kelly-Sprirgfield Tire Company, 
Cumberland, Md., by Goodyear Tire 
& Rubber Company, Akron, O., which 
became effective Aug. 5, Edmund §&. 
Burke will continue as president and 
general manager of the Kelly-Spring- 
field Company, the Goodyear Com 
pany has announced. 

The Cumberland factory will con- 
tinue manufacturing Kelly-Spring- 
field tire and tube lines. 
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FISH COPY HAS 
RUN 19 TIMES: 
STILL PULLING 


Davis’ “Old Standby” Sure 
of Place in New Drive 


New York, Aug. 16.—Fat is begin- 
ning to fill out the mackerel, which 
means that soon the season’s adver- 
tising of Frank E. Davis Fish Com- 
pany, mail order dealer in salt water 
fish at Gloucester, Mass., will get 
under way in several magazines. 

While all details of the campaign 
have not been decided definitely, it 
is a certainty that the famous 
“Chicken Salt Mackerel Fillets” copy, 
which has been unusually successful 
in the past two years, will run again. 
This is a single column advertise- 
ment of about 140 lines. Two small 
illustrations show the shipping pail 
and a Gloucester man packing the 
fillets. A trial offer of 18 fillets de- 
livered free anywhere in the country, 
at a cost of $2 if they satisfy, is 
made. 

“We are planning to appear in 
several national magazines provided 
we get enough mackerel to sell this 
fall,” says J. A. Smith, Jr., advertis- 
ing manager. “‘We generally do not 
take in mackerel until they are fat, 
and right now they are just starting 
to show some fat. Our fall campaign 
will run from Sept. 15 to Nov. 15.” 


Has Run 19 Times 


The trial offer advertisement has 
run successfully 19 times in the Lit- 
erary Digest, without any change in 
the copy other than the key number. 
Taste is a major feature in the copy, 
the reason why they taste so good 
being described as the result of se- 
lecting the choicest from the fall 
catch and supplying them as “clear 
fish, no heads, tails or waste parts 
and practically boneless.” 

“You will agree,” Mr. Smith said 
in telling ADVERTISING AGE about the 
fall plans, “that when an advertise- 
ment can run that many times, at 
$800 a column, the copy must be 
right.” 

Every season, several new adver- 
tisements are written and tested to 
see if they will out-pull the old 
standby. This will be done again this 
year. Every fall and spring, one or 
two new publications, “new” so far 
as the Davis list is concerned, are 
tested. 

In the test of publications, the 
company seeks mediums that will 
carry the advertising on a “split 
even” basis, that is, which will bring 
in enough new customers to pay the 
cost. The company advertises in na- 
tional magazines only to get new cus- 
tomers on the books. Its executives 
do not expect to make any profit on 
the first orders of these new custom- 
ers, nor do they expect to spend 
money on them. If they “split even” 
on the transaction they are satisfied. 

The schedule for this fall is not 
definitely set, depending upon 
whether the catch of mackerel will 
make the use of all of them neces- 
sary. Tentatively, it includes the 
American Magazine, Collier’s, Field € 
Stream, Hunting & Fishing, Literary 
Digest, National Sportsman, Outdoor 
Life and a few others. The only 
newspapers used are the Sunday mag- 
azines of the New York Herald 
Tribune and New York Times. 


Appoints Keo Currie 


Keo Currie has been appointed 
head of the research department of 
Needham, Louis and Brorby, Inc., 
Chicago. Miss Currie has been do- 
ing free lance research work for the 
past two years, and was formerly 
with Arnold Research and J. Walter 
Thompson Company. 


Plans Family Picnic 
The New Haven, Conn., Advertis- 
ing Club will hold its second an- 
nual family picnic, Aug. 25 on the 
Clintonville farm of Steddiford 
Pitt, agency executive. Sports events 
and a corn roast are scheduled. 


Issues Radio “Who’s Who” 


The first issue of a quarterly re- 
view of American broadcasting per- 
sonalities, “Who’s Who in Radio,” 
has been published by Radio Publi- 
cations Company, RKO Bldg., New 
York. The 144-page book presents 
photographs and biographies of out- 
standing figures in radio, and has 
been designed to serve advertisers 
and agencies, among others. 


“Cheerio” to Chicago 


The publishing office of Cheerio, 
national magazine for hospital pa- 
tients, has been moved from 944 
Michigan Theatre Bldg., Detroit, to 
612 N. Michigan Ave., Chicago. Con- 
nard & Riekse, 220 W. Bagley, De- 
troit, publishers’ representatives, 
are handling the magazine’s ac- 
counts in the Michigan territory. 


Set State- Wide 


Price for Gas 


Newark, N. J., Aug. 15—A new 
policy, under which its gasoline will 
be sold at a flat rate throughout 
New Jersey has been inaugurated 
by the Standard Oil Company of 
New Jersey. For several years the 
price to consumer has varied by 
tenths of a cent according to the 
distance from points of wholesale 
distribution of the retail station at 
which purchase was made. Now a 
flat rate of 13 cents a gallon, ex- 
clusive of taxes, has been established 
by the Standard Oil Company of 
motor fuel. The higher grade is two 
cents more. 


The general effect of the policy, 
according to announcement by the 
company, will be a slight reduction 
to consumers, though at a few points 
there will be an increase not amount- 
ing to more than a few tenths of a 
cent. Dealers will receive the same 
margin of profit as before. 

Future price changes are expected 
to be in quarter-cent fractions and 
not in tenths. 


Mrs. Wanamaker Rites 


Funeral services were held for 
Mrs. Rose E. Wanamaker in Wiscon- 
sin Aug. 10. Mrs..Wanamaker, wife 
of Duane L. Wanamaker, advertising 
manager of General Household Utili- 
ties Company, Chicago, was killed in 
an automobile accident near Benton 
Harbor, Mich., Aug. 8. 


Republic Coal Names 
Bozell & Jacobs 


Bozell & Jacobs, Inc., Chicago, has 
been appointed advertising agent for 
Republic Coal & Coke Company in 
preparation of Delta Coal advertis- 
ing, a sectional account. Newspapers, 
radio, business publications and di- 
rect mail will be used. Nathan E. 
Jacobs is account executive. 


Tells Abrasives Story 


The Norton’s Company, Worces- 
ter, Mass., maker of abrasives, has 
launched a campaign in Collier’s to 
advertise its products to the general 
public. The campaign will run 
through the remainder of 1935. Nor- 
ton’s general advertising is handled 
by John W. Odlin Company, Inc., 
Worcester. 


NET PAID CIRCULATION 


onsistency 


EAR after year Harpers Magazine has 
maintained its high level of circulation...a power and an influ- 


It is but a natural and logical result of 
that Harper policy which has endured for more than 85 years. 


This is built to stimulate thought and action 
for readers who are educated, intelligent, independent minded 
people, interested in the vital problems of today—and of 
tomorrow . . . people who wield tremendous influence be- 
cause of their positions in business, their means and their 
intelligence . . . people who know how to keep those leader- 
ship characteristics at the zenith of their potentialities. 


Harpers Magazine pledges firm adher- 
ence in the future to their traditional policy . . . that policy 
which for more than 85 years has been one of the vital influ- 
ences in American life. 


~ Harpers 


ence essential to the rounding out of any important campaign. — | 


MAGAZINE 


OVER 100,000 
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New Dress for “Tribune” |LeWald New Manager 


| ‘ 
The Chicago, Tribune has adopted a | for Campbell-Ewald G tt D | 
new type face, “Regal,”’ made by the | C. C. LeWald ha or appointed € In ersonad 
Intertype Company. The new face, | ela 1 : . 


manager of the Chicago office of 
the result of more than three years |. t : 
of experiments by the Tridunc and | Campbell Ewald Company. He suc- 


August 19, 1935 


Water Works 
Copy Offers 


SD at 


His face wreathed in smiles, Lou Wasey has been observed, 


type companies to secure a larger 
and more readable type, was intro- 
duced in the Aug. 12 issue. From a 
space viewpoint, only about ten lines 
have been lost to each column. 


Selected by Nightingale 


Nightingale & Co., Inc., Boston, 
general distributor of Mutual Ameri- 
can Securities Trust, has appointed 
Stoddard Sampson Company, Bos- 
ton, to handle its advertising and 
publicity. 


ceeds D. L. Agnew, who has resigned 
as of Sept. 1. 

Mr. LeWald spent ten years in the 
agency's Detroit office, with the ex- 
ception of 18 months, when he was 
advertising manager of Buick Motor 
Company. 


Another for Rooney 


Edinburgh Realty Corporation, 
New York, has appointed Alfred 
Rooney Company, New York. News- 
papers, class magazines and direct 
mail will be used. 


- wy Aan 
PG all 


RANOW THAT 


ARCHITECTURE 


PRODUCED 3213 
LEADS FOR 


MANUFACTURERS 


DID YOU 


ENOUGH PROPERTIES TO BUILD A 
COMPLETE HOME, STORE, OFFICE AND CLUB 


It has been said that the SHIGETA- 


SHIGETA-WRIGHT PHOTOGRAPHIC STUDIOS 


154 East Erie St., Chicago 


Phone Superior 6064 


between the numerous agency meetings, dashing in and out of the 
Fifth Avenue Hospital, where his first grandchild, Jebba, engaged a 
suite a week ago. The mite has a rich heritage from the arts, for, in 
addition to the contribution from her granddaddy, her mother, the 
former Jane Wasey, is a sculptor, and her father, Domenico Mortellito, 
is the w.k. painter. ... 

Ed Petry, the radio representative, has leased right handy living 
quarters, an eight-room apartment at 1185 Park. ... 

The many friends and admirers of Bernarr Macfadden like to think 
he paused Aug. 16, his 67th birthday, to make a derisive gesture at 
Father Time, a good 30 years to rearward. Appointed to the National 
Youth Administration a week ago, the publisher put in a busy day at 
Washington on Thursday, arose early Friday to pilot his plane to New 
York, disposed of accumulated business at his office, and, late in the 
afternoon, again took wing to Danville, carrying as passengers two of 
his sons, Berwyn and Brewster. . . 

Dick Grahl, Standard Oil of N. J. advertising man, is spending his 
vacation at hard labor. His self-imposed assignment is to reduce his 
golf score to an absolute maximum of 70, and thereby be able to repeat 
such success as was his on Decoration Day week-end, when he almost 
had to hire a truck to haul in his trophies from Wykagyl Country 
Club... 

The bearers of fountain pens and blank contracts who gather in 
the Ayer reception room will be pleased to know that Patricia Mac- 
Allister, receptionist, will continue, after the honeymoon, to relieve the 
tedium of waiting with her gracious concern about their business. She 
was married Saturday to John Morrissey, of the Simmons Company. . . 


Joe Hanson, newly-appointed executive vice-president of the Frank 
Presbrey Company, was formally introduced to the staff at a luncheon 
at the Ritz Carlton Aug. 13. Twenty-five executives attended, Frank 
Presbrey, chairman of the board, presiding. . . 

Advertising punsters take delight in the fact that a brewer 
(Emerson Brewer) is assistant advertising manager of the Schenley 
Distillers Corporation. . . 

No sooner had Homer Moyer, of the Harrisburg Patriot News, 
and Mrs. Moyer, much refreshed, left the Hotel Dennis, at Atlantic City, 
than Jim Keller, of the Reading Eagle, and Mrs. Keller checked in to 
do a little rebuilding. . . 


Good sportsman that he is, Frank Goodell, Anderson, Davis & 
Platte chairman, hastily repaired the damage done his pride when his 
ketch, Lord Jeff, failed to place in the all-classes, no-handicap Stratford 
Shoals race. For consolation he has the facts that his boat was the 
second ketch to finish and that he can cavort in rough water when the 
single-stickers flee to shelter. . . 

Maurice Wertheim, the liberal capitalist who recently purchased 
the Nation, finds relaxation in travel. He is said to be the first man to 
cross Palestine in an automobile. .. One of Art Kudner’s prized posses- 
sions is his first pay check from Erwin, Wasey & Co. Neatly framed, 
it hangs above the battered desk in his working office. . . 


s 
Fleming Newbold, who has put the past 40 years to good account 100,000 TF You WANT 
with the Washington Evening Star, is interested in goldfish and keeps wou Good PHolostaTs, 
a bowl of them on his office desk. . . 


There has been many a long chuckle over the open letter to 
President Roosevelt penned by E. H. Barling, United Advertising Cor- 
poration vice-president. It gives directions for transferring the Italio- 
Ethiopian conflict to the United States, where it could be profitably 
promoted as a tourist attraction. . . 


Harry Schwarzchild, publisher of Spirits, is digesting Europe piece- 
meal. With Mrs. Schwarzchild, he sailed this week on the Pennland to 
do the Netherlands and Belgium by motor and otherwise, having pre- 
viously covered France, England and other parts of the Old World. . . 

Herman Pueschel returned to his job on the local staff of the 
Houston Press this week after spending his vacation in Chicago, where 
he is well known through his former connection with the St. Louis Post- 
Dispatch ... Leo Burnett is believed to have set a new mileage record 
since forming his own agency in Chicago. He has been out of the city 
almost constantly... 


Jim Young, of the University of Chicago and J. Walter Thompson 
Company, is spending the summer at Rancho Canada, near Santa Fe, 
N. M... T. J. Reed, who, as general manager of the Merchandise Mart, 
Chicago, has proved himself to be a pretty good advertising man, is 
expected back at his desk in the immediate future, after parting with 
his appendix. . 

“Tin Ear,’ the mostly Airedale dog whose portrait adorned a 
recent piece of Cosmopolitan promotion, is a real dog, not merely a 
model, being one of the two owned and lived with by Malcolm Rollins. . . 

‘The stork brought prize packages to two Chicago admen last week 
at the same hospital. “Doc” Innes, Mutual Broadcasting promotion 
manager, had hardly recovered from the strain of welcoming his 
new daughter at Swedish Covenant hospital before O. L. Bruns, 
ADVERTISING AGE v.p., went through the same experience at the same 
institution. . . 

New York broadcasters are taking to the sea with a vengeance. 
Donald Flamm, WMCA mainspring, returned to town last week from 
the West coast via the Panama Canal, and Alfred McCosker, WOR 
president, sailed with Mrs. McCosker for a month’s vacation in 
Europe. . 

Lt. Commander R. H. G. Mathews of Ford, Browne & Mathews, 
Chicago agency, is “spending his vacation at the Great Lakes Nava! 
Station practicing for the next war,” according to his co-workers. . 
Hugh M. Feeley, Chicago sales manager for Free & Sleininger, is vaca- 
tioning in northern Wisconsin with his bride, known to a multitude of 
radio listeners as Anne Chase... 

The Chicago Tribune encourages matrimony among its staff by 


presenting each newlywed with a chest of silver, including six knives, 
pate sin Seameoret aie forks, spoons, etc. When Morrow Krum was on that paper, he cannily NEW YORK 
properties of any studio in the west—| married a Tribune editress, the pair thus getting a dozen of everything. 415 “oF Skee sures 444 Madison 
i. anu al ng Rn een But Mr. Krum, now publicity director for Roche, Williams & Cunnyng- VAnderbilt 3-3680 
tions. ham, returned to his domicile the other evening to find that burglars e 
Because we feel there is truth in these} had made away with the valued plate. And no insurance! . CLEVELAND 
statements, we are putting it here in F. A. Orth, advertising manager of Federal Electric, caught so Union Trust Bldg. 
black and white. many fish while vacationing on the Peshtigo river in Wisconsin that Main 9335 
When your photograph requires a gen-| he has about decided to build a summer cottage there. . . * 
Seite ananr WG te uredece - Ray Shaw, president of the Chek-Chart Corporation, Chicago, in- CHICAGO 


sists that his golf system is three on and three down, but he man- 
ages to score regularly in the low 90’s. . . Marvin Harms, Premier- 
Pabst advertising chief, is shooting golf regularly at Sunset Ridge 
these week-ends. . . 


Cooling Aid 


Terre Haute, Ind., Aug. 15.—Comic 
sketches are being used by the 
Terre Haute Water Works Corpora- 
tion in its latest advertising cam- 
paign to acquaint people with city 
water service. The new series of 
comic strips has replaced “historic 
events,” having water as the theme. 

The latest campaign is being used 
during the hot summer months and 
each cartoon suggests a way “to 
keep cool” during the hot sultry 
weather. Each cartoon bears its 
own caption: “Cooler With Show- 
ers”; “Advice For Heat Sufferers”; 
“Sonny Solves the Heat Problem,” 
ete. The strip portrays the joy of 
local citizens who lessen the evils 
of hot weather by taking showers, 
sprinkling the lawn and house, etc. 

Formerly the water company used 
a skit showing how water was ob- 
tained in the early days before the 
era of city water service. Such 
cartoons portrayed the real value 
of the present water system, its 
simplicity and ease compared with 
the burdens of past ages in obtaining 
water. 


Made A. T. F. S. Manager 


Clyde Musty has been named act- 
ing manager of the Buffalo, N. Y., 
branch of the American Type Foun- 
ders Sales Corporation, pending ap- 
pointment of a manager to succeed 
Robert F. Heywang, who died July 3. 


Features Charlie Chan 


American Radio Features Syndi- 
cate has prepared the first of a series 
of serials in transcription form based 
on the adventures of Charlie Chan, 
the famous Chinese detective, brain 
child of the late Earl Derr Biggers. 
RCA-Victor made the recordings. 


RAPID 


COPY SERVICE CO. 


OU make a carbon of 

every letter and copy 
text, don't you? Why not 
a Rapid 'stat of every lay- 
out? Then it won't be 
somewhere else when it's 
urgently wanted here. 


e SIX BRANCHES - 


110 So. Dearborn .. . 228 No. La Salle 
360 No. Michigan Ave. 
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Liguor Measure; 
Beer Eliminated 


Washington, D. C., Aug. 14.—The 
Senate yesterday passed without a 
record vote and sent to conference 
with the House the liquor control 
bill which would continue the work 
of the Federal Alcohol Control Ad- 
ministration over spirituous liquors 
but would not include brewery prod- 
ucts. 

As for the administration of the 
various control features, the Senate 
would set up a commission of three, 
appointed by the President along 
non-political lines. The House bill 
placed control under the Treasury 
Department. 

The Senate followed the adminis- 
tration’s wishes and eliminated the 
bulk sales provisions, thus making 
sales in bottles only legal. This was 
to aid the Treasury in its tax pro- 
gram and labeling requirements, it 
was said. 

All advertising, branding and la- 
beling provisions of the House bill 
are included in the Senate version, 
which, however, specifically exempts 
publishers and radio station owners 
from liability. Distillers, rectifiers, 
importers, wholesalers and retailers, 
would be required to obtain permits 
from the control agency and to sub- 
mit to fair trade practices. 

Senator Lewis, Illinois, charged 
that there is a whisky trust in forma- 
tion similar to that which caused 
President Grant’s administration so 
much trouble. He warned that “if 
they continue their immorality, vul- 
garity and corruption, they will 
bring upon this country another 
issue of prohibition. And it will not 
be an issue of drink or not to drink, 
but it will be an issue of national 
morality.” 

The trade practice provisions of 
the House bill were approved with 
certain amendments. One related 
to the “tied-house” clause. The other 
inserted a new provision in the false 
labeling and false advertising pro- 
visions “so as to make clear that 
in the case of gin whether produced 
by a process of original distillation 
in a distillery or by blending or rec- 
tification in a rectifying plant, the 
gin shall show the percentage of the 
neutral spirits contained therein that 
are derived from each of the respec- 
tive raw material sources, such as 
grain, fruit and sugar cane and its 
products, such as molasses.” 

The committee amendments elim- 
inated the requirements as to the 
labeling of distilled spirits and wine 
purchased at government sales after 
federal seizure. It is provided that 
all such seized goods shall be de- 
stroyed with the exception of such 
amounts as may be secured for use 
in government hospitals for medic- 
inal purposes. 


KTM Changed to KEHE 


Call letters of station KTM, Los 
Angeles, have been changed to 
KEHE. 


SEE THE 
nation’s (Yn 


5 HATO SUMMER 


Montana representative for Earn- 
shaw-Young, Inc., Hollywood, Cal., 
transcription producing firm. 

Fenton W. Earnshaw, recent grad- 
uate of the University of California 
at Los Angeles, has joined the staff 
of Earnshaw Radio Productions, 
Hollywood, as assistant stage direc- 
tor. 


New Magazine for 
High School Teachers 


Scholastic Corporation, New York, 
publisher of Scholastic and Scholas- 
tic Coach, will launch a new fort- 
nightly, Highschool, Sept. 28. 

The publication will circulate ex- 
clusively among high school teachers 
and principals, 


On Kelvinator 
Sales Staffs 


Detroit, Mich., Aug. 15.—Further 
steps in shaping Kelvinator Corpora- 
tion’s plans for 1936, which will wit- 
ness the most aggressive advertising 
and sales drive ever attempted by 
Kelvinator, were taken this week 
with the announcement of H. W. Bur- 
ritt, vice-president in charge of sales, 
of important changes in sales depart- 
ment executive personnel. 

Godfrey Strelinger has been ap- 
pointed general assistant to Mr. Bur- 
ritt. Mr. Strelinger was formerly 


signed as Leonard sales manager to 
become domestic sales manager of 
Kelvinator, returns to the post of 
sales manager for Leonard. 

V. J. McIntyre has been made do- 
mestic sales manager for Kelvinator. 
Mr. McIntyre has been manager of 
the department store division of 
Kelvinator for several years. 


Surveys Sewage Field 


A complete picture of the market 
for industrial equipment and sup- 
plies afforded by sewage disposal 
plants has been prepared in booklet 
form by Municipal Sanitation, New 
York. Copies are free to those in- 
terested. 
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| am sales manager of Leonard Refrigera- Henry &. Dosch 
S ena t e P asses N os Montana Rep Chan es M ade tor Company, Kelvinator subsidiary. 
ge ggg ig 5 Jo, = g R. L. Petrie, who two years ago re- Forms New Agency 


Henry C. Dosch has sold his in- 
terest in the Dosch-Kircher Organiza- 
tion, Chicago, of which he was 
president and a director, and has 
formed his own agency, the Dosch 
Organization, at 107 N. Wacker 
Drive. 

The telephone number is State 
2685. 


Green Leaves Chrysler 


R. E. S. Green, formerly assistant 
to A. M. Miller, director of advertis- 
ing of the Chrysler Corporation of 
Canada, Ltd., has joined the staff of 
the Walsh Advertising Company, 
Ltd., Windsor, Ont., as account execu- 
tive. 


INSTITUTIONAL PUBLICATIONS, 


Presents 


W. believe that the August issue of HOSPITAL 
MANAGEMENT, just off the press, is one of the most 
attractive of all business papers. With many new 
potent editorial features and a forty per cent greater 
readership than ever before, this 19-year old publi- 
cation deserves to be classed among the leaders of 
the nation’s business press. . . . . Staffed with men 
who are attuned to the times—it is going places— 
and taking its advertisers along. ... . If you have a 
stake in this stable, rich market, we would like to 
have you see a copy of the new HOSPITAL MAN- 
AGEMENT and to learn about the services and 
assistance it is rendering to advertisers. We would 


— under its new program! 


like to have you look over the outstanding staff that 
makes up its personnel, its eminent Editorial Board 
composed of the leading authorities of the world on 
the respective subjects which each one directs in 
HOSPITAL MANAGEMENT. .... We would like to 
have you see the number of features it presents to 
its readers and to see the general outstanding 
appearance and make-up of the entire publication. 
.... Address a request and a sample copy will be 
forwarded immediately without obligation. 


INC. 


—and its buying habits 


HOSPITALTOWN 


This new brochure, a study of the hospital 
market, is just off the press; is free and 
ready for immediate distribution tu ad- 
vertisers and their gene Full of valuable 
facts and data—you will find it mighty 
useful and informative. 


SEND FOR YOUR COPY NOW! 


Live AT THE RATES 


WILLARD "" 
ison * * HOTEL 


The Willard Is near the places you'll 
wk in Washington—two blocks from the 


HOSPITAL 
STV Lanagement m 


NEW YORK 


ite House, near Monument, Treasury, 
etc. Within sight of the Potomac. 


LOW SUMMER RATES 
$3 up single and 
$4 up double 


Air. Di Room and 
Co: pcoadiioned Diains, Folder. 


Ge WILLARD HOTEL 


14th and Pennsylvania Avenue 


H. P, Somerville, Managing Director ea 
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KUDNER SETS UP 
OWN AGENCY; HAS 
MAJOR ACCOUNTS 


(Continued from Page 1, Col. 2) 
accounts in the New York office of 
the agency will be affected by Mr. 
Kudner’s withdrawal. He is believed 
to hold appointments from Goodyear, 
General Motors institutional, Buick, 
Fisher Body, National Distillers, the 
two Koppers Coke companies, Anchor 
Line, Standard Air Conditioning and 
True Story radio. The annual billing 
on these accounts is estimated at 
more than $10,000,000 in commis- 
sionable mediums. 

This would leave with the New 
York office of Erwin, Wasey & Co. 
Gordon’s gin, Hecker H-O, the Ab- 
sorbine line, and the numerous, so- 
called Wasey products, several of 
which are major accounts. The most 
active Wasey products are Primrose 
House, Barbasol, C-T-C, Bost, K-R-O, 
Musterole, Olive Tablets, Kreml, 
Zemo and Smithfield ham. 

While the exact composition of the 


two organizations that will be made 
from the New York office of Erwin, 
Wasey & Co. has not been fully de- 
cided, much of the division has been 
accomplished automatically by the 
division of the accounts. 

It may be assumed that Mr. Kud- 
ner’s organization will include, 
among others, J. H. S. Ellis, as chief 
of copy; E. J. Owens, whose first 
duty will be new business; Sam Fu- 
son, public relations head; C. F. Gan- 
non, radio director, and R. J. Dust- 
man and Graham Starr, National 
Distillers contact men. 


Stay with Erwin, Wasey 


One of the pillars of the Wasey- 
Winters organization in New York 
will probably be Jack Sturdivant, 
titled media manager but in reality 
the supervisor of a number of ac- 
counts, as well. Norman Tveter, who 
became Mr. Sturdivant’s assistant 13 
years ago, will continue in that ca- 
pacity. 

Another important figure in this 
group undoubtedly will be Howard 
Williams, who joined the agency two 
years ago to work on new business. 
He had been employed in executive 
sales capacities for many years with 
National Cash Register Company, 
and at the time of his resignation to 
enter the agency field, was vice-presi- 
dent in charge of foreign branches. 


: 


/ 


offices of Erwin, 


This photograph, taken less than two months ago at a Dutch airport, 

shows Lou Wasey (center, wearing derby) while on a tour of European 

asey & Co. from which he returned two weeks ago. 

Some of the others shown in the group are connected with E-W 
foreign offices. 


LOU WASEY INSPECTS EUROPEAN BRANCH OFFICES 


_ | 


The realignment of forces opens a 
new chapter in the story of the small 
group of mid-west advertising men, 
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CS MAUM...a 


Sell briar pipes to women? 
Preposterous! But, in spite of 
wiseacre warnings, the ad-man 
of a leading Cleveland depart- 
ment store* had the courage, and 
we of WGAR had faith. 

On the air went the program, 
unsupported by any other type 
of advertising . . . a fifteen minute 
afternoon broadcast of the popular 
harmony team of Al and Pete. An 


*The May Company...QOhio’s largest Store 
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announcer stepped to the “mike” 
... told how he-man briar pipes 
would be offered on the morrow. 
Sweethearts listened—thought of 
their boy friends. Wives listened— 
pictured new pipes in place of the 
potent ones on the smokestand. 

One hundred forty-seven times 
the following day, clerks replied, 
“Yes ma’am, a briar pipe”... 
147 women spent an average of 


RIAR PIPE 


$1.50 each for an item that 
“couldn’t be sold to women.” 
Of course, a station which rates 
top in daytime audience in its 
retail area should produce re- 
sults. WGAR_ does, not only 
because it has the audience, but 
because listeners regard adver- 
tising over our wave not merely 
as advertising, but as helpful 
suggestions from a friend. 


4 
John F. Patt, Vice President and General Manager 


WGAR “CLEVELAND'S FRIENDLY STATION’ 


Edward Petry & Co., Inc., National Representatives 


NORTHERN OHIO’S N-B-C BLUE NETWORK STATION 


who, through the ability to turn out 
superlative copy more than anything 
else, built their agency to where for 
some time it ranked with the first 
three, and, for a short period, was 
believed to lead in billing. 

It all began with the organization 
of Erwin, Wasey & Co. in Chicago in 
1915 as a one-office agency. 

Mr. Kudner, a graduate of the Uni- 
versity of Michigan and the son of 
a Michigan newspaper editor, sang in 
grand opera and barnstormed the 
country selling circulation schemes 
to newspapers in the brief interval 
before he accepted the realization 
that writing was his forte. 


Comes to Estep’s Attention 


Joining the Detroit Free Press, he 
advanced rapidly to the status of 
star reporter and soon came to the 
notice of the immortal Ralph Estep, 
then with the old Cheltenham 
agency in Chicago, who promptly 
offered a copy job at a better salary. 
In no time, young Kudner was knock- 
ing out highly acceptable copy for 
Packard, Ingersoll watches, Mennen 
shaving cream and other national 
accounts. 

This made him so conspicuous that 
when Erwin, Wasey & Co. went look- 
ing for a young fellow to write Good- 
year copy the first stop was Mr. Kud- 
ner. He was hired Aug. 1, 1916, at 
a bigger salary than he ever dreamed 
of earning, $7,500 a year, according 
to report, and has been writing Good- 
year advertising ever since. 

Owen Winters, also a graduate of 
the University of Michigan, began 
his writing career in Detroit 


promptly after leaving school, edit- 
ing the Packard house organ. On 
his first agency job in Chicago he 
wrote Nash copy. 

When Nash took over the Jeffrey 
plant in 1916, he had 6,000 orphan 
ears on his hands. Winters wrote a 
newspaper campaign that sold every 
one of these cars at a good price 
within 60 days. The feat attracted 
the attention of the heads of Erwin, 
Wasey & Co. and a few days later 
Mr. Winters was on the same payroll 
with Mr. Kudner. 

The agency opened a service office 
in New York in 1920. It was made 
a production unit in 1924, when Mr. 
Winters came on to supervise the 
newly-acquired account of the Postum 
Company, now General Foods. Head- 
quarters were established here in 
1928. 

While branch offices of Erwin, 
Wasey & Co. are set up as separate 
units, and the New York officials 
cannot speak with complete authority 
for these branches, it is believed here 
that no important changes in any 
of these offices will follow the with- 
drawal of Mr. Kudner, except that 
he has resigned as an officer of the 
various subsidiary corporations. 

L. R. Honig, president of Erwin, 
Wasey & Co. of the Pacific Coast, 
maintaining offices in Los Angeles, 
San Francisco, and Seattle, told Ap- 
VERTISING AGE that the “change will 
not affect either the operations or 
the personnel of this agency.” Mac 
Martin, president of Erwin, Wasey 
& Co. of Minnesota, was vacationing, 
and could not be reached for a state- 
ment. 

The next Erwin, Wasey move will 
involve merging of the agency’s 
Chicago office with one or more 
Chicago agencies, according to re- 
liable reports here and in Chicago. 


Burnett Accounts 
Lack Confirmation 

Chicago, Aug. 15.—Despite pub- 
lished reports that the accounts of 
The Hoover Company and Minnesota 
Valley Canning Company had been 
placed with the Burnett Company, 
new Chicago agency, confirmation 
of these reports could not be secured 
last week from either the agency or 
the two companies concerned. 

Advertising executives of the 
Hoover Company refused to confirm 
or deny the reports, while Ward H. 
Patten, general sales and advertising 
manager of Minnesota Valley Can- 
ning Company, maker of Del Maiz 
products, indicated that a change in 
agencies was under consideration 
by his company, but told ADVERTIS- 
ING AGE that no announcement could 
yet be made. It is reliably reported 
that the new Del Maiz campaign, 
breaking in the October issues of 
Good Housekeeping and the Ladies’ 
Home Journal, will run as scheduled 
under the Erwin, Wasey banner. 
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1400 large rooms...each 
with bath (tub and shower) 
Servidor and radio... from 


$950 $750 


TWO-ROOM SUITES from $7.00 
Special Rates For Longer Periods 


tol 


Ponce 


*« 


a A STAR HOTEL 


in New York 


& for BUSINESS...1 block from 
Times Square, 3 blocks from 5th 
Ave. 8 minutes to Wall St. Under- 
ground passageway toall subways. 


* for DINING...3 fine restaurants 
to choose from—the Coffee Room, 
the Tavern Grill and Bar, and the 
Main Dining Room, with dancing. 


* for RECREATION...69 fine thea- 
tres within 6 blocks. 1 block from 
Broadway...4 short blocks to 
Madison Square Garden. 


¥ for QUIET SLEEP...Our 32 stories 
of fresh air and sunshine assure 
you quiet rest. Simmons beds as- 
sure you comfort. 


JOHN T. WEST, Manager 


FRANK W. KRIDEL 
Managing Director 


> LINCOLN 


44TH TO 45TH STREETS AT 8TH AVENUE - NEW YORK 
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GOODYEAR RAISES 
IMPORTANT ISSUE 
IN SEARS ACTION 


(Continued from Page 1, Col. 3) 
brand merchandise made for a mass- 
distributor customer and nationally 
advertised under a private brand 
name by that distributor. 

In the Federal Trade Commission’s 
case against Goodyear, John W. 
Bennett, trial examiner, has pre- 
sented his conclusions to the Com- 
mission that the amount of Good- 
year’s alleged price discrimination 
to Sears Roebuck & Co. from April 
1, 1926 to Dec. 31, 1933, was $18,197,- 
461, or 17.03 per cent, on the cost 
of the goods sold. In arriving at 
his conclusion as to the amount of 
the alleged discrimination Examiner 
Bennett has made an equal proration 
between Goodyear’s dealer business 
and Sears Roebuck’s tire business, 
of Goodyear’s expenses in advertis- 
ing and selling Goodyear brand tires. 
While the examiner’s report has 
not been made public in its entirety, 
these conclusions are revealed in 
exceptions to his report which Good- 
year has just filed with the F. T. C. 


Cites Advertising Expense 


Goodyear’s brief in support of its 
exceptions cites the fact that dur- 
ing the period 1926-1933 inclusive it 
spent $35,076,325 in advertising 
Goodyear brand tires and argues 
that none of this expense should be 
charged against the cost of private 
brand tires it manufactured and 
sold to the mail order company. 

The Goodyear brief points out 
that during this period Sears Roe- 
buck spent $6,243,582 in advertising 
its own private brand tires with 
retail advertising accounting for 
$4,543,582, and mail order advertis- 
ing for $1,700,000. 

The Goodyear briefs argue that 
Sears Roebuck derived no substan- 
tial selling advantage from Good- 
year’s own advertising or reputation 
and also that Sears Roebuck’s own 
advertising made no substantial at- 
tempt to associate itself with Good- 
year’s reputation. 

Goodyear attorneys in their brief 
state: 

“Goodyear’s advertising and sell- 
ing expenditures present the clear- 
est possible case for allocation to 
its renewal and not to its Sears 
Roebuck business, if the principle 
of apportionment according to the 
benefits is to be followed in any 
case. We have shown that there is 
no appreciable associative advan- 
tage to Sears from Goodyear’s sell- 
ing activities. These consist of 
advertisements which never mention 
the name of Sears or the fact of 
Goodyear’s manufacture of Sears’ 
tires; and of activities which are 
concerned with the sale of Goodyear 
brand tires and which have no con- 
cern with Sears Roebuck’s tires ex- 
cept to assist Goodyear dealers in 
competing with them. If the costs 
of these activities, so wholly de- 
voted to the sale of Goodyear brand 
tires, are to be apportioned to both 
alike, then in every case any adver- 
tising or selling expense which a 
manufacturer can incur must be 
spread equally over his whole prod- 
uct, and difference in costs of sell- 
ing, in the words of the Clayton 
Act, will wholly cease to exist.” 

Goodyear presents its cwn com- 
putation of difference in price, ad- 
mitting a discrimination of $7,985,- 
440, or 4.46 per cent, compared with 
the examiner’s finding of a discrimi- 
nation of $18,197,481 or 17.03 per 
cent. The Federal Trade Commis- 
sion will hear oral arguments on 
these issues Sept. 17 in Washington. 


National Distillers 
Is Member of A. N. A. 


National Distillers Products Cor- 
poration, New York, has been elected 
to membership in the Association of 
National Advertisers, Inc., New York. 

John J. Cole will represent this 
member. 


DOUBLING UP 


“You'd think - 
there were 2 of me... 
because I polish as I clean” 


With Bon Ami, there's no extra rubbing 
to make surfaces gleam. As you clean, 
sou get a nice, smooth, glistening shine! 
Smooth, because Bon Ami doesn’t leave 
scratches or dulled spots. Works quickly, 
too! Try Bon Ami on your bathtubs— 
your kitchen sink—for all your clean- 
ing. It’s the finest cleanser you can buy! 


BON AMI 


ot. 


—doesn’‘t redden 
your hands.. _— 


Two chicks now bloom in Bon Ami 
a where only one appeared 
efore. (Story on Page 22). 


Rate Dilemma 
Faces St. Louis 
Press, Movies 


St. Louis, Mo., Aug. 13.—An extraor- 
dinary advertising situation has 
arisen in St. Louis where neighbor- 
hood and suburban theaters have 
threatened an advertising boycott of 
three daily newspapers unless the 
papers advertise on their screens. 

The Globe-Democrat, the Post-Dis- 
patch, and the Star-Times have been 
running advertising on the screens 
of the complainants, but recently re- 
solved to withdraw their advertising. 

The 70 theaters have been charg- 
ing $4 per week for running the 
newspapers’ _ slides. The average 
weekly cost to a theater of advertis- 
ing in each of the papers is $8.50, it 
has been estimated. Elimination of 
the slide advertising would increase 
net cost of the newspaper copy to 
the theaters from $4.50 to $8.50 on 
that basis. 

On Wednesday, advertising of 19 
theaters of the St. Louis Amusement 
Company failed to appear in the 
Star-Times. It is expected that the 
disagreements between the 70 thea- 
ters and the newspapers would soon 
reach a climax. 

The cooperative plan of reducing 
advertising costs to outlying the- 
aters was conceived here by the Star- 
Times, then the St. Louis Star. The 
newspapers are said to have agreed 
that these theaters could not be ex- 
pected to pay the full rate for adver- 
tising, since they could not hope to 
attract theater-goers outside their 
own sections of the city. 


Wisconsin Votes $60,000 


for Broadcasting System 


The Wisconsin senate on Aug. 9 
passed the Griswold radio bill, pro- 
viding $60,000 for a state broadcast- 
ing system to furnish educational 
features and assist in criminal appre- 
hension. 

No station established after Jan. 1, 
1935, will receive any of the funds, 
under terms of the bill, which has 
been repeatedly killed and revived 
during the past two months. 


Belco Sampling 


Belco Company, St. Paul, manufac- 
turer of Radio Girl perfume and face 
powder, is conducting a sampling 
campaign in selected cities. Girls 
garbed in blue and gold uniforms dis- 
tribute minute samples of the two 
products. 


Zane Grey Appoints 


Zane Grey has appointed Stephen 
Slesinger, Inc., New York, as radio 
representative for his books and the 
syndicated newspaper strip, “King of 


the Royal Mounted.” 


REA TO AID IN 
GETTING BUYERS 
FOR APPLIANCES 


To Provide Credit for Exten- 
Sion of Power Lines 


Washington, D. C., Aug. 15.—The 
administration is moving on a two- 
fold front to aid in the wider dis- 
tribution through installment selling 
of electrical goods, Administrator 
Morris L. Cooke of the Rural Elec- 
trification Administration disclosed 
here this week in making public in- 
itial plans for the loaning of funds 
to private agencies to extend power 
lines into rural regions. 

The aid, according to REA officials, 
is to secure the cooperation of rural 
communities to use the power when 
the lines are extended by wiring 
their homes. To make possible the 
extension of power lines aid is being 
given to private power companies 
when possible; otherwise farm co- 
operatives and municipal organiza- 
tions will be granted financial aid 
to provide this power. 

“The advantages of fairly wide- 
spread rural electrification are so 
obvious that the administration is 
doing everything in its power to 
make all conditions favorable for 
the success of this work,” Mr. 
Cooke said. 

Admitting that “difficulties in fin- 
ancing rural distribution lines, house 
wiring and electrical appliances have 
provided formidable barriers” in the 
past, he promised: “We are plan- 
ning our way around most of these 
hindrances.” 


Easy Payments 


He indicated that the farmers 
would not be obliged to pay for line 
extensions. “Nor will it be neces- 
sary to make an immediate or con- 
siderable cash outlay for plumbing 
and plumbing fixtures, and for wir- 
ing and electrical equipment,” he 
said. The REA is to give this credit 
aid; it “will lend the entire cost of 
a sound project, and charge interest 
normally at only three per cent. As 
long as 20 years will be allowed 
ordinarily for repayment of the 
loan.” 

As for home equipment, such as 
power washing machines, refrigera- 
tors, radio, electric toasters and 
similar devices, Administrator Cooke 
said: 

“An agency of the federal govern- 
ment is being set up to help you 
wire your home and purchase mod- 
ern electrical appliances and plumb- 
ing equipment by means of small 
monthly payments.” 


In cooperation, the Rural Electri- 


fication Committee of Privately 
Owned Utilities has agreed to the 
program in a letter to Administra- 
tor Cooke. The basis of this co- 
operation is stated in a letter of 
July 24 now made public by the 
REA. The premise of this coopera- 
tion is stated: 

“That the federal government ex- 
tend credit to the new customers 
on a basis that will permit them to 
purchase the necessary equipment 
to use electric energy that will make 
the building of new lines possible, 
and advance funds to the private- 
owned utilities to cover the cost of 
the rural lines and service facili- 
ties.” 

It is also stated that the REA 
“and other federal agencies in co- 
operation with the electric industry 
will conduct a national educational 
campaign on the advantages of elec- 
tric service to rural inhabitants.” 


Dodge Wisconsin Law 


Wisconsin restaurant and _ hotel 
men have decided that they can ful- 
fill, in part, the intent of the recently 
enacted Sweeney bill, calling for 
serving of two-thirds of an ounce of 
Wisconsin cheese and a like amount 
of Wisconsin butter with each meal 
over 25 cents, through advertising 
on menus and placards that they 


serve those products. 


IMPORTANT P. S. 


BACK FROM THE CONVENTION 


ri i ray 
WITH AN EXTRA BAG 


on after keeping Knox Geiatine at 
+ purest 


s hoping anew 
tag of truks ot the convention —tn esi—planning extra value for 
addition to greeting old friends and the houses le—protert he 
meeting nee wet from beumg an a price football 
—ell, it makes me feel goad to see 
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doing such a fine job with Knox Gela- was of Gepiaye, site for Knox Gele- 
fine, it makes me for! good to hoow tine, just write 
Yous frend. 


a Oats GELATINE 
ows, NEW YORE 


In the same issue of “National Grocers 
Bulletin" which carried a fiery editorial 
condemning the giving of allowances to 
chain stores, this Knox Gelatine ad car- 
ried a P. S., saying: "No! Knox Gelatine 
wasn't on that list of those who give spe- 
cial advertising allowances." The "Bul- 
letin" is the official organ of the Na- 
tional Association of Retail Grocers. 


“Radio Today” Names 


Newton Western Manager 


Caldwell-Clements, Inc., New York, 
publisher of Radio Today, a new 
business magazine serving all 
branches of the radio industry and 
making its first appearance in Sep- 
tember, has appointed Millard H. 
Newton as Western manager with 
headquarters in Chicago. 

For the past three years Mr. New- 
ton has conducted his own adver- 
tising agency in Cleveland. Pre- 
viously he was with the McGraw-Hill 
Publishing Company for ten years. 


Stays in Agency Field 
Theodore J. Funt, recently resigned 
from Moss Associates, has been ap- 
pointed account executive of Edward 
Linn Associates, New York. 


Raymer Moves 


The Chicago office of Paul H. Ray- 
mer Company, radio representative, 
has moved from 1209 to 1509 Trib- 
une Tower. The telephone number, 
Superior 1308, is unchanged. 


The Week's 
New Programs 


New radio programs, changes in 
types of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio adver- 
tising. 


Aug. 19 


Bourjois Sales Corporation, for 
perfumes. New. “Evening in Paris.” 
Monday, 8:30 to 9 p. m., EDST, over 
18 stations of NBC Blue network. 
Originates at WJZ, New York. 
Agency, Lord & Thomas, New York. 


Aug. 21 


Coty, Inc., for perfumes and cos- 
metics. Renewal. “Ray Noble and 
His Dance Orchestra.” Wednesday, 
10:30 to 11 p. m., EDST, over 21 
stations of NBC Red network. Origi- 
nates at WEAF, New York. Agency, 
The Biow Company, Inc., New York. 


Aug. 22 
Fisher Body Corporation. One 
time only. “Fisher Body Crafts- 


man’s Guild.” 8:45 to 9 p. m., EDST, 
over 31 stations of CBS network. 
Originates at Quebec, Canada. 
Agency, Erwin, Wasey & Co., Inc., 
New York. 
Aug. 23 

The Welch Grape Juice Company, 
for grape juice. Renewal. Friday, 
8 to 8:15 p. m., EDST, over 29 sta- 
tions of NBC Blue network. Origi- 
nates at WJZ, New York. Agency, 
H. W. Kastor & Sons Advertising 
Company, Chicago. 


P. R. A. C. Names Budd 


Richard M. Budd has been ap- 
pointed San Francisco sales manager 
of the Pacific Railways Advertising 
Company. He was formerly asso- 
ciated with street car advertising for 
16 years. For the past two years he 
has been Pacific Coast representative 


for national magazines. 


PROOF of STABILITY 
of the FREE-SPENDING 
AKRON MARKET 


is furnished by the Media Records First 50 Report 
Evening Newspapers for the first six months of 


1935. 
Journal 


This 


®@ |st in Ohio 
8th in U. S. 


®@ |st in Ohio 
| Ith in U.S. 


®@ Ist in Ohio 
6th in U. S. 


@ |st in Ohio 
7th in U. S. 


BEACON JOURNAL 


AKRON 


report shows the Akron Beacon 


in Retail 
Advertising 


in Display 
Advertising 


in Classified 
Advertising 


me le th ee 


in Total 
Advertising 


RCRA ARORA EEE i AT REONDEEIE OTT TO NIT 
A Metropolitan Newspaper in a Very Alert Market 


Member A.B.C.—A.N.P.A.—Major Market Newspapers Inc. 
Represented by Story, Brooks & Finley 
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BUILD COPY FOR 
BLEND AROUND A 
SCHENLEY FAMILY 


New York, Aug. 16.—Bold show- 
manship was brought into play in 
a campaign launched this week by 
Joseph S. Finch & Co., Schenley af- 
filiated, for a new product, The 
Wilken Family blended whiskey, 
which is named after, and spon- 
sored by a family living at Schen- 
ley, Pa. 

The initial advertising, which is 
currently appearing in 66 newspa- 
pers in New York, New Jersey and 
the New England states, and which 
will spread into other parts of the 
country as soon as distribution is 
achieved, is dominated by pictures 
of the Wilken family, their home 
surroundings, work and thoughts on 
whisky. 

Head of the family is Henry E. 
Wilken, Sr., who is credited with 
having made more whisky than any 
other living person—some 380,000,- 
000 gallons, according to a check 
of government records. He is 63 
years old, and started in the busi- 
ness when he was 14. He dominates 
the copy, with assistance from his 
sons, Harry, Jr., and William, and 
his son-in-law Tom, all of whom are 
employed in the Finch distillery. 

The initial advertising is filled 
with snapshots of the rural beauties 
of Schenley, together with brief de- 
scriptions in the first person, cred- 
ited to Mr. Wilken, Sr., and such 
homely assertions as: “It’s our fam- 
ily’s whisky, neighbor—and neighbor, 
it’s your price.” The rural, neigh- 
borly appeal will feature all promo- 
tion of the new blend. 


Hopes for Big Success 


In launching the new product, 
Schenley hopes to duplicate the re- 
markable success it has achieved 
with Old Quaker in the past year. 


where to a leading place in the 
blended field, production having to- 
talled 22,250,000 bottles, mainly 
pints, up to the end of last month. 

The new blend is priced to retail 
at 98 cents, exclusive of state tax, as 
a result of a Schenley investigation 
which showed that 70.2 per cent of 
all whisky sold has been retailed 
at $1 a pint or less. 

Wilken Family got off to a flying 
start at a meeting of distributors 
held here last week, at which orders 
for 11 carloads were booked. 

In charge of the advertising and 
promotion are Walter P. Greenlee, 
Schenley advertising and sales man- 
ager, and Emerson Brewer, assist- 
ant advertising manager. Lord & 
Thomas are the agency. 


Fisheries Group Speeds 
Plan for Co-op Drive 


Plans for a cooperative advertis- 
ing campaign sponsored by the 
Massachusetts Fisheries Association 
have been reported well under way. 
An assessment of one-fourth of one 
per cent will be levied on sales made 
by boat owners, and a similar assess- 
ment will be made on purchases by 
wholesalers. Assessments will begin 
when definite agreements have been 
signed by those handling 80 per cent 
of the fish of the New England dis- 
trict. 

Of the first $30,000 collected, 
$15,000 will be turned over to the 
Fish and Seafood Institute, now con- 
ducting a publicity campaign, while 
the remaining $15,000 and all collec- 
tions over the first $30,000 will be 
used for advertising in areas where 
New England fish are marketed. The 
advertising will be in the hands of a 
committee representative of various 
fishery interests. 


KMOX Has New Policies 

Station KMOX, St. Louis, has 
adopted several new policies regard- 
ing programs, which exclude from 
the station not only all advertising 
of laxatives as such, but the adver- 
tising of any laxative properties in 
any other products. The station now 
excludes discussion of depilatories, 
deodorants, and other broadcasting 
involving questions of good taste. 
All children’s programs will be care- 


This product has come up from no- 


fully edited. Length of commercials 
will also be regulated. 
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Rogers’ Genius 
Often Utilized 
By Advertisers 


(Continued from Page 1, Col. 4) 
famous Notre Dame coach, was the 
central figure in many broadcasts of 
recent years. He disliked being held 
to a regular schedule, but was al- 
ways ready to step in as guest artist. 

Rogers’ first commercial appear- 
ance before the microphone was 
April 30, 1933, when the Gulf Refin- 
ing Company, Pittsburgh, launched 
an international program over Na- 
tional Broadcasting Company’s net- 
work. Cecil, Warwick & Cecil, Inc., 
was the agency. Rogers initiated 
this series, being one of the first “big 
names” to be corraled into the radio 
field. He was followed on the Gulf 
program by George M. Cohan, actor 
and playwright. 

Rogers was also heard in inter- 
mittent appearances on the “Gulf 
Headliner” program of Gulf Refin- 
ing Company, broadcast over a Co- 
lumbia Broadcasting network. This 
program was launched in the fall of 
1934, and closed June 9 this year. 

Rogers’ tremendous prestige was 
utilized on numerous occasions by 
other national advertisers after his 
debut on NBC, though he continued 
to evince his genius in impromptu 
broadcasts, He had a lot of fun at 
Marie Dressler’s birthday party, 
which was put on the air by both 
chains from Hollywood a year ago. 

Will Rogers was shocked by the 
untimely death of Knute Rockne, 
and he not only paid tribute to that 
genius of the football world in his 
newspaper comment, but thereafter 
he frequently inserted the name of 
Notre Dame in his column. On one 
occasion, he taxed the tolerance of 
editors by going commercial in his 
daily contribution and paying a 
tribute to Studebaker automobiles, 
for which Rockne was doing impor- 
tant work at the time of his death. 
It was largely because of Rockne’s 
influence that Rogers was always 
ready to appear before a Notre Dame 
crowd. On his last appearance 
before the microphone at a gathering 
of alumni last winter, it was under- 
stood that he would speak only 15 
minutes, since broadcasting facilities 
were limited to one hour. With his 
usual glee, Rogers pre-empted the 
facilities for the full hour, only the 
other speakers mourning. 

Rogers’ last appearance before ad- 
vertising men and publishers was at 
the golden anniversary of the Inland 
Daily Press Association at the Pal- 
mer House, Chicago, Feb. 19, 1935. 
Rogers starred on a floor show pre- 
sented by WGN, Chicago. 

Though Wiley Post, Rogers’ flying 
companion on the tragic jaunt 
which resulted in their deaths, was 
in the limelight following his round- 
the-world trip with Gatty in 1931, 
most of his broadcasting was on sus- 
taining programs. NBC put him on 
the air at various stops during his 
world flight, the most important 
being at Edmonton, Alta., June 30, 
1931. NBC also enrolled Post and 
his partner under the management 
of its artists’ service after the suc- 
cessful flight, and in February, 1935, 
worked closely with Post on his un- 
successful exploration of the strato- 
sphere. 


“Farm Journal” Appoints 


The Farm Journal, Philadelphia, 
has appointed Jerome B. Gray & Co., 
Philadelphia and New York, to direct 
its advertising. Newspapers, busi- 
ness publications and direct advertis- 
ing will be used. 


Dunlap to Indianapolis 


Franklin T. Dunlap, formerly with 
the Geyer Company, Dayton, O., will 
join the new business department of 
Sidener Van Riper and Keeling, 
Inc., Indianapolis, Ind., about Aug. 
15. He will devote most of his time 
to Ohio industries. 


Brewer Picks Sharp 


The Star Beverage Company, Min- 
ster, O., brewer of Wooden Shoe beer, 
has appointed the Sharp Advertising 
Corporation, Akron, to direct its ad- 
vertising. Outdoor advertising will 


Classified 


mum, $2. 


Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 


graduate. 
TISING AGE, 


Address Box 619, ADVER- 


SPECIAL SERVICES 


ECONOMIZE!! Reproduce Sales 
Letters, Price Lists, Testimonials, 
Diagrams, Illustrations, etc., 600 
copies $2.50; add’l hundred 20c. 
Cuts unnecessary. Samples. Laurel 
Process, 480 Canal St., N. Y. C. 


POSITIONS WANTED 


Adds Three to Work on 


agency. Non-union. 
two weeks’ notice. 
East 39th St., New York, N. Y. 


Creative typographer of rare abil- 
ity and broad vision seeks connec- 
tion with progressive printer or 

Available on 
Address “B” 29 


Cadillac-LaSalle Account 


MacManus, John & Adams, Inc., 
Detroit, has added three well-known 
Detroit advertising men to its staff, 
to work on the newly-acquired Cadil- 
lac-LaSalle account. 

Dudley M. Carson, formerly of 


FOR SALE 


Campbell-Ewald Company, will han- 
dle Cadillac publicity. Paul Lofland, 


proverbially 


THINKS ideas. 


FOR SALE—The service of the 
“smart young man’ 
who WRITES copy that talks and 
Securable by any 
agency, ad manager, etc. willing to 
pay a minimum salary. College 


also a former member of the Camp- 
,| bell-Ewald staff, will work on produc- 
tion. Briggs W. Beurmann will do 
sales promotion work on the account. 
James R. Adams is the account ex- 
ecutive, as reported in ADVERTISING 
AGE of Aug. 5. 


Offered to 


J. Leslie 


A Compl 
Agency 


Programs ® Production ® 


Twelve Years 


Of Successful, Commercial, 
Broadcasting Experience 


by 


Radio Broadcasting, Inc. 


Offices Open 


SEPTEMBER FIRST 


at 


1117 LaSalle-Wacker Bldg. 
CHICAGO 


State 4849 


Radio Broadcasting, Inc. 


Advertisers 


Fox, Pres. 


ete Radio 
Service 
Continuity @ Merchandising 


% Convenient . . . on the East 
Side, short walk to Advertis- 
ing Club. In the zone of 
quiet. Several bus and sub- 
way lines within one block of 


our door. Two automobile 
entrances. Ample parking 
space. 


spot to dine and refresh a tired 
choose from. 


Prince Ge 


14 East 28th Street 


be used. 


Why So Many 
Advertising Men 
Stop at the Prince George 


* Good Food . . . The Prince George is famous for fine food, particu- 
larly New England dishes. The Old English tap room is also a delightful 


Just Off Fift 
Alburn M. Gutterson, Manager 


* Reasonable . . . large rooms 
with bath as low as $40.50 a 
month. - Daily from $2 single, 
$3 double. Suites also mod- 
erate. Meeting rooms, ban- 
quet rooms for groups, con- 
ferences. Just the place to stop 
when the family goes away. 


Five restaurants to 


orge Hotel 


Avenue New York 


advertising man. 
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ADVERTISING AGE 


August 19, 1935 


BROADCAST REVIEW OF THE MONTH 


FRIGID FACTS FOR 
DOG DAYS OFFERED 
TO SPACE BUYERS 


NEw York, August 19.—NBC’s rov- 
ing reporter dropped in on a luncheon 
gathering of agency space bayers re- 
cently for the purpose of interviewing 
Joseph P. Data, typical agency space 
buyer and head of the Committee for 
Longer Life of the International Order 
of Media Space Buyers. 

Excerpts from the interview follow: 

“You know, it’s an amazing fact that 
there have been fewer prostrations this 
summer among our membership than 
ever before. The boys report that when 
night falls they can actually walk to 
the trains, whereas formerly they were 
assisted downstairs into a waiting cab! 
It’s amazing — particularly when you 
consider the high humidity we’ve been 
having.” 

Mr. Data agreed with us that this 
phenomenon may well be partly due to 
“NBC Network Aireas’”—the book 
which brought calm to the chaos of 
radio claims and reduced office tem- 
peratures 15 degrees (our own esti- 
mate) and added years to the lives of 
informed space buyers. 

NBC has been rushing icy facts (and 
the coldest of all come from NBC) by 
the ton up and down advertising rows 
in America’s centres of space and time 
spending. We give you a few typical 
frigid facts for dog days which prove 
leadership that no unsupported claims 
can successfully challenge. 


How many of the 100 leading 
advertisers use NBC Networks? 

Of the 100 leading advertisers in all 
mediums in 1934, 70 used network 


broadcast advertising; of these, 50 
used NBC. 


How many hours of network 
programs does NBC carry? 
Program traffic per NBC outlet, 

from March 24 to April 20, 1935, aver- 

aged 11 hours, 36 minutes daily; 4 

hours, 16 minutes were sponsored pro- 

grams, 7 hours, 20 minutes sustaining. 


Just how powerful are the 
NBC Networks? 

The total power of NBC associated 
stations is 1,610,350 watts. The aver- 
age power of these NBC stations is 
18,291 watts. There are 17 NBC asso- 
ciated stations of 50,000 watt power, 
one station of 500,000 watt power on 
its network. 


How are the super-power 
stations distributed in 
key markets? 

NBC 50,000 watt stations are located 
in these major markets: New York, 
Chicago, Boston, Hartford, Pittsburgh, 
Cleveland, Schenectady, Rochester, 
Des Moines, Atlanta, Nashville, Dallas, 
Fort Worth, San Antonio, Denver, San 
Francisco, Los Angeles and Cincinnati 
(500,000 watts). 

* 


POPULAR SWIFT STARS 


Annette Hastings, exclusive Swift star (for Formay 
shortening), and Bennie Walker, entertainer and 
m.c. of NBC's “Woman's Magazine of the Air”, 
are popular with far western listeners via the NBC- 
Pacific Coast Network. Swift & Company has 
continuously used NBC facilities since February, 


1931. Formay is distributed on the West Coast. 


FROM NINE TO TEN ON SUNDAY NIGHTS 


Sterling Products Company's big contribution to the enjoyment of millions comes on Sundays at 9 P.M. (EDST), over the NBC- 
WEAF Red Network, when “Manhattan Merry-Go-Round” (Dr. Lyons toothpowder) goes on the air followed by the “American Album 
of Familiar Music” (Bayer Aspirin) at 9:30 over the same network. In addition to these two consecutive programs, Sterling Products 
has a third show—“Waltz Time” —heard on Fridays at 9-9:30 P.M. (EDST), over the NBC-WEAF Red Network. Phillips Milk of 
Magnesia is advertised on this third program. Vivienne Segal and Frank Munn (left-to-right) are heard on both “Waltz Time” and the 
“American Album of Familiar Music”. Rachel Carlay, blues singer and The Men About Town are the personalities listeners like on 
the “Manhattan Merry-Go-Round” half-hour. Sterling Products Company has continuously used NBC facilities since October, 1931. 


( Advertisement ) 


MAN IN THE WHITE SUIT 


He’s Mr. Joseph P. Data, typical agency space 
buyer, who minds the millines and encircles the 
circulations of the country’s advertising 
mediums. Since NBC has been sending around 
its “cold facts for warm days”, Mr. Data has 
been taking only an hour for lunch! 


ie FAST YEAST) 


ST YEAST Exe 


ve 1» wary (% OFLICIOR 


FROM SIXTEEN 
TO TWENTY 


Each Sunday, over NBC’s 
Blue Network,““TheTasty- 
east OpportunityMatinee” 
brings young men and wo- 
men stars from 16 to 20 
years of age to the micro- 
phone. These two contes- 
tants received the highest 
number of listener votes: 
Edith Drake (left) and Jean 
O'Neill. Tastyeast, Inc., 
has been a continuous 
user of NBC facilities 
since May, 1930. 


Campana’ 


Dreskin 
| 


STARS WHO GO HAND IN HAND WITH CAMPANA’S SALES 


Campana Corporation has been a continuous user of NBC facilities since December, 1930, 
and today sponsors two programs over NBC networks: Sunday night, 6:30-7 P.M. (EDST), 
over a coast-to-coast Blue Network, “Grand Hotel” dramas are heard; Friday night, 10-10:30 
P.M. (EDST), over a coast-to-coast Red Network, “The First Nighter” programs come to 
NBC listeners. Ann Seymour and Don Ameche, leading players in the “Grand Hotel” dramas, 
are at the left; at the right is shown the entire “First Nighter” cast in the studio. 


HOUSEHOLD 


FINANCE CORPORATION 


MEET THE “WELCOME VALLEY FOLKS” 


A continuous user of NBC facilities since January, 1931, 
Household during its fifth continuous year of broadcast 
advertising is bringing Edgar Guest in “Welcome Valley” to 
NBC audiences over the NBC-WJZ Blue Network, Tuesdays 
at 8:30-9 P.M. (EDST). The characters: Mrs. Luke Ferguson; 
Mrs. Jeff Barker, recently married; the Thompson Twins; 
EdgarA. Guest, editor and publisher of the Welcome Valley 
Chronicle; Steve Rogers, an apostle of thrift in the home; 
Sheriff Luke Ferguson; Dr. Haines and Esther Ferguson. 


Daily except Saturday, Sam Hayes, Richfield 
Oil Company of California reporter, brings 
“News Flashes by Richfield” to the West 
Coast audience via the NBC -Pacific Coast 
Network at 10-10:15 P. M. (PST). Richfield 
Oil Company of California has continuously 


used NBC facilities since April, 1931. 


SINCLAIR» 
{ ominsT® 


“Am 


a. 


“GENTLEMEN, BE SEATED” 


Here's one form of advertising that will always be in the black—the 
“Sinclair Minstrels”. Sinclair Refining Company has been a continuous 
user of NBC facilities since February, 1932, and at the present time 
sponsors the minstrels every Monday evening at 9 P. M. (EDST) over 
the NBC-WJZ Blue Network. Left to right: Mac McCloud, end man; 
Pat Peterson, quartet singer; Art James, singer; Joe Parson, singer; 
Gene Arnold, interlocutor; Fritz Clark, end man; Al Rice, singer; 


Cliff Soubier and Bill Childs, end men. 
SS 


or 


CONTENTED SINCE MAY, 1931 


Radio has materially helped the Carnation Company rattle cans of its 
Carnation irradiated evaporated milk off dealers’ shelves since May, 
1931—from which time the company has continuously used NBC fa- 
cilities. The present program is heard every Monday evening, 10-10:30 
P. M. (EDST), over the NBC-WEAF Red Network and includes The 
Lullaby Lady; male quartet; orchestra under the direction of 
Morgan L. Eastman. 


* 


OVA LTINE 


Dhe Swiss Food - Drinks 


RICHFIELD 
REPORTER 


LITTLE ORPHAN ANNIE 
The Wander Company's “Little Orphan 


Annie” syndicated cartoon character is 
brought to life daily except Saturday and 
Sunday, at 5:45 P. M. (EDST) and at 
6:45 P.M. (EDST) for western stations, 
over the NBC-WJZ Blue Network. The 
Wander Company has continuously used 
NBC facilities since April, 1931. 
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August 19, 1935 


ADVERTISING AGE 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


REPLICA OF TRAIN AIDS STORE SALES 


me ea 
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Boyd-Richardson, St. Louis apparel store, secured unusual interest 
recently with this window, featuring a replica of the Frisco railway's 


Meteor, de luxe train operating from St. Louis to the Southwest. 

The display, supplied by the railroad, subsequently appeared in 

Memphis, and is scheduled for appearances in the show windows of 

Tulsa, Oklahoma City, Kansas City and other cities in the Frisco 
territory. 


READY FOR THE CHRISTMAS TRADE 


| 


Grouping four of its allied products for men in a Christmas gift 

package, McKesson & Robbins, Inc., has made a start on the holiday 

problem. The box, which contains shaving cream, talc, lotion and 

scalp tonic, will sell for 89 cents. The package was created by the 
company's own design department. 


NEW BRUSH COMES FROM ENGLAND 


6.B.Kent Ser Madesm England 
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London House, Ltd., New York, is introducing this new product of 

G. B. Kent & Sons, Ltd., the Squire brush, to America. It is being 

featured as the perfect answer for the man who finds a set of military 
brushes too much. 
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PAINTED BULLETINS ARE ADDED FOR BRICK OVEN BAKED BEANS 


Burnham & Morrill Company, Portland, Me., is now coverin 


g New England, New York and New Jersey with 


painted bulletins featuring their baked beans. Lavin & Co., Inc., placed the advertising, in conjunction with 
the Boston office of Outdoor Advertising, Inc. 


MILK PROTECTION 


SPECIAL 
ANNOUNCEMENT 


ELECTRIC PASTEURIZATIO 
+CELLOPHANE: PROTECTIO 


THE GREAT ATLANTIC & PACIFIC TEA CO 


SOUTHERN DIVISION - ATLANTA, GA 


A red Cellophane top now fur- 
nishes extra protection to pur- 
chasers of Foremost milk, this 
A. & P. copy which appeared in 
Atlanta announces. 


AUGUST SALE 


STOCK UP NOW AND SAVE MONEY IN 


MER IM THE CITY'S BEST OROCERY STORES: 


THE 


SOOKE FOR THIS SALE BAM 
hese Ole Dame take i d bo 
4 “FAMOUS 57"—Heinz and leading local 
Grocers join in offering you GOOD 
EATING AT MONEY SAVING PRICES! 


Every smart housewile can stock Ber pantry shelves wth good Hens fonts 
money te come! Hans and leading grocers 


See raremerarince ies 
' Aes 


food sore, Make your lst. Take it to your grocers and tuy—aod sve fr 
months to come Hurry! “\ 


mh we HEINZ 


Typical newspaper copy used by 
Heinz to promote its August sale. 
In almost every instance local 
dealers bought adjoining space, 
the advertisements being grouped 
in the familiar Heinz “step” 
fashion. 


LE GANT CONTINUES PHOTOGRAPHIC STYLE 


Continuing the use of double-exposure photography to illustrate the 

"two-way stretch," Warner Bros. Company has launched a new cam- 

paign on its Le Gant line. A typical illustration, used in copy and 
in dealer helps, is shown here. 


LADIES AND GENTLEMEN, THE WINNAH! 
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Although severely bruised when he and Graham McNamee were 
struck by a midget racer at the finish of the All American Soap Box 
Derby, id Manning returned to introduce the winner, Maurice Bale, 
to the 90,000 spectators and the radio audience. Chevrolet Motor 
Company and the "Akron Beacon-Journal" sponsored the event. 
(Story on Page 4.) 
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ADVERTISING AGE August 19, 1935 


(es THOMAS—News 


commentator, author. Has written 
several articles for THIS WEEK. 


Lhe Shorter 


We asked Lowell Thomas, who had just writ- 
ten an exciting article for us’, what he thought 
of THIS WEEK'S editorial program. His answer 
makes a point. Said he: 


“Short articles are more difficult to write but | 


more likely to be read. Hence the author's 


satisfaction is likely to be greater.” 


THIS 


Lhe Better- 


THIS WEEK'S 21 publishers wanted a maga- 
zine keyed to the newspaper tempo. Lowell 
Thomas is another writer who gets this edi- 
torial idea. “More likely to be read” ex- 
presses the purpose behind their demand 
for shorter, swifter writing ... stories and 
articles which more quickly reflect life as 
it is lived today. 

And circulation increases show that the 
publishers have correctly interpreted what 
the public wanted ... that THIS WEEK 
“builds circulation ... holds circulation 
... and clicks with the readers.” 

28 Watch for “He Dared the Dry Hell” in next Sunday's 


THIS WEEK—it does for Bertram Thomas, British explor- 
er, what Lowell Thomas did for “Lawrence of Arabia”. 
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The Magarine for the Mitlicus—Brief, Colorful, Dramatic 


Atlanta, Baltimore, Birmingham, Boston, Buffalo, Chicago, Cincinnati, Cleveland, Dallas, Detroit, Indianapolis, Memphis, Milwaukee, Minneapolis, New Orleans, New York, Omaha, Philadelphia, Pittsburgh, St. Louis Washington 


NEW YORK: 420 Lexington Ave. CHICAGO: 360 N. Michigan Ave. DETROIT: General Motors Bldg. SAN FRANCISCO: 111 Sutter St. 


LOS ANGELES: Lincoln Bldg. 
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